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The advertising rate of 
FHE PHILADELPHIA 
SUNDAY RECORD 


will be advanced on 
November ist, 1901, from: 
twenty cents per line to 


twenty-five cents per line. 
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September 
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Average, 


I1SS,069 


The Daily rate remains 25c. per line. 











“The Record,” both Daily and Sunday, has. a larger 
circul 
L ulation than any other Philadelphia paper. 
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THE PITTSBURGH 
COMMERCIAL GAZETTE 


has for over a century been one of the 
leading and most influential papers in this 
State. Within the past year it has taken 


FIRST PLACE IN PITTSBURGH 


AMONG THE MORNING DAILY 
PAPERS. It has heretofore never had 
aSUNDAY ISSUE. Nov. 10 will mark 
the first appearance of 


THE SUNDAY PITTSBURGH 
COMMERCIAL GAZETTE 


Guaranteed Paid Circulation, 50,000, 


a handsome 36-page paper, with IIlus- 
trated Supplement printed on book paper. 
The same excellent features—enterprise, 
special pages, cleanliness—will charac- 
terize the Sunday issue. If you are not 
a user of its columns, why not 


BECIN WITH THE SUNDAY ISSUE? 


Rates or further information upon request. 


J. E. VAN DOREN SPECIAL AGENCY, ' 


407-410 Temple Court, 1106-1106 Boyce Building, 
NEW YORK. CHICAGO. 
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DIGNIFIED PUBLICITY. 


AN INTERESTING INTERVIEW WITH 
THE GORHAM MANUFACTURING 
COMPANY ON THEIR METHODS 
AND SUCCESS IN ADVERTISING THE 
WORLD-FAMED GORHAM STERLING 
SILVER WARE. 


Across the gable of “a little 
ambrel-roofed dwelling house” in 
TT itenee Rhode Island, there 
ran, during the early part of the 
last century, a sign which read: 
“Gorham, Webster & Price, Silver 
Spoons and Jewelry.” Here, up- 
on small capital and with but a 
few employees, Mr. Gorham _be- 
gan the manufacture of artistic 
silverware in 1831. To-day the 
Gorham Manufacturing Company 
is incorporated for five million 
dollars, has two establishments in 
New York, two thousand em- 
ployees and a large factory in 
Providence. It has arrived at this 
stage at an even pace, growing 
steadily from the beginning. Much 
of its growth has been due to ad- 
vertising along distinctive lines. 

“Tt would be a difficult matter 
to say when the company first be- 
gan to exploit its wares in news- 
papers and magazines,” said Mr. 
William N. Lecato, recently. “In 
an old scrap-book here I have a 
page ad that was printed in Har- 
per’s Monthly in 1865, which is the 
earliest record that we now have. 
But :ven before then Gorham 
silverware was an advertised com- 
modity. What might be called 
our modern campaign began about 
ten years ago. I have been with 
the company twenty-eight years, 
and during the past eighteen I 
have supervised the placing of its 
publicity. 

“We make no iron-clad appro- 
priat‘on, but our present approxi- 
mate expenditure is fully $60,000 
a year, and has been large during 

past decade. This goes into 
flewspapers, magazines and high- 
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class literature. Ours are expen- 
sive goods, and their nature gives 
our advertising a distinctive tone. 
The business has been built upon 
the name ‘Gorham’ and our ad- 
vertising is made to strengthen 
that name and the company’s rep- 
utation. Bargain sales and the 
style of publicity that goes with 
them are mot for us. We never 
quote prices in our ads. Sales are 
secondary, and we do not aim to 
make them for their own sake. 
Our ware is a luxury, appealing 
to people of means, and we trust 
wholly to refined, dignified me- 
thods to build up the name ‘Gor- 
ham.’ That name is the keynote. 
Our policy is very nicely shadow- 
ed forth in this page ad from 
Harper’s of October, 1868. After 
describing the. ware generally, it 
quotes the firm’s guarantee: ‘In 
all cases where a piece of Gorham 
Silverware is .found below the 
standard that we claim for it, the 
purchase price will be returned 
and the purchaser will be permit- 
ted to keep the article.’ 

“During the time that I have 
placed the company’s publicity we 
have used high-class magazines 
and daily newspapers in the large 
cities of the country. It would be 
hard to quote an exact list, but in 
the main we have used Harper’s, 
Century, Scribner's, Forum, North 
American Review, Atlantic and 
monthlies of that class. We look 
for quality, and the quantity medi- 
ums are not in our field. We have 
tried them at different times only 
to be convinced that the high- 
grade publications are the most 
profitable for us. In dailies we 
follow the same rule, using in 
New York the Sun, the Post and 
Commercial Advertiser. 

“In 1895 we planned and placed 
a full year’s advertising in two 
hundred leading dailies through- 
out the country, and the returns 
were more than satisfactory. It 
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is quite likely that we shall repeat 
it in the future. This campaign 
began in October of 1895, ran 
twelve full months and cost $50,- 
000 in addition to the amount 
usually spent in regular channels. 
The planning and placing was 
done by Mr. Frank Seaman and 
the matter was written by Mr. H. 
P. Phelps. Copy for 104 ads 
was prepared, set up and electro- 
typed. Plates and a book giving 
each ad, with the date upon which 
it was to be printed, were sent to 
each paper. There is an element 
of seasonability in silverware, and 
this advertising was built upon the 
silverware fashions of the year. 
The ads appeared twice each week, 
began with Thanksgiving sugges- 
tions, ran through the holidays, 
took a tone of brides and wedding 
gifts in May and June, went into 
yachting, golf and baseball tro- 
phies in summer and wound up 
where it began—with Thanksgiv- 
ing. The matter was all displayed 
in Jensen and light face type, be- 
ing single column in the main and 
seldom running over 75 lines. 
Some of the ads are representative 


of our style of saying things: 
“What is Gorham Silver? Any silver- 


smith will tell you. Its proportions are 
as well known as those of United States 
coin, which it always exceeds in purity 
by several points, Gorham being never 
less than the English sterling standard 
(925 parts pure silver to 75 alloy, the 
highest degree of purity which the sott- 
ness of the metal will permit). 
* . a 
“The rule in buying silverware—buy 
less if necessary, but buy Gorham any- 
way. Better to have smalier pieces or 
fewer of them, and be able to say that 
they were made by Gorham, than make 
a large display of ‘silvery’ silver. 
* * * 
“A reputation dearer than fortune 
stands behind the Gorham trademark 
of the Lion, the Anchor and the letter G. 
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“No art school in America is doing 
so much to educate the people in what 
is true and beautiful as Gorham Silver- 
ware. Object lessons to be found at 
évery first-class jeweler’s in America. 

* * * 


“The beauty of simplicity is strikingly 
illustrated in much of the Gorham Sil- 
verware. True art does not depend up- 
on expensive, over-elaboration, and hun- 
dreds of articles bearing the Gorham 
trademark are easily within the reach 
of moderate means. Sterling quality 
does not imply extravagance. 

* * * 

“The possibilities of beauty which lie 

hidden in every ounce of unwrought 


silver find their best e ion in 
Gorham workmanship renowaeha 
iginality of design and artistic » 
tion, combined with a reputatiog 
sterling quality that has shone yp) 
ished for fifty years.” 

“We have made exhibits g 
the prominent world’s fairs g 
expositions of the past quar 
century, including the Paris q 
positions of 1889 and 10900, i 
Warld’s Fair at Chicago and ty 
Buffalo Exposition. 


ware, naturally enough, for it jj 
something well worth one’s whik 
to enthuse over. 

for example, is 

wrought. 


ver. It is almost needless to sy 
that there are no duplicates. Such 
ware wins its own way at an exp 
sition. This little booklet, ‘On 
Making Things as Good as You 
Can,’ is a result of the visits of 
Elbert Hubbard to our factories 
in Providence and our Buffalo ex 
hibit. The article appeared in th 
Philistine last summer, and we 
have had it ‘done over into a littl 
book at the Roycroft Shoj 
(which, as you are probably awar, 
is in East Aurora, eighteen mile 
from Buffalo). 

“Elegant .-booklets play a large 
part in our advertising. We key 
lists of customers to whom new 
features in this line are mailed 
The volume of requests from those 
who read our ads is very large, to 
—so we have no accurate mean 
of keying, but the business grows 
at so steady and so healthy a rate 
that there is no doubt as to the 
value of our publicity. I can & 
sure you that the Gorham Com 
pany believes in advertising to the 
fullest extent in its own limit 
field—believes in it absolutely.” 

Jas. H. COLzins. 
—___+o+ 

Every successful advertiser ridicules 
the attempt of the newly born comp 
tor to build a successful business 
means of advertising—and the 2 
comer always smiles and goes at it 
just a little more vim and _ vigor. 
is the right spirit—The Advisor. 
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A New Fashion Editor 


FOR years Mrs. Virginia Louis Ralston 

has been the chief buyer in all women’s 
lines for the Philadelphia and New York 
stores of John Wanamaker. Four times 
annually she has visited the fashion capitals 
of Europe. From a specialist in millinery 
and children’s clothes, she became the 
leading authority on dress goods in the 
department-store world. Direct from this 
experience she comes to edit the new 
fashion department in THe Laprgs’ Home 
JournaL, beginning in the January issue. 


The Curtis Publishing Company 
Philadelphia 
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“DON’T SEND ANY MONEY.” 


This is a common heading of 
fake ads in fake publications. It is 
not intended to be taken literally, 
but is meant to make an impres- 
sion upon the unwary—to convey 
the idea that the advertiser is 
strictly honest. It is the confidence 
game worked in type—and it gen- 
erally works to perfection. For 
human nature is gullible, after all, 
and suckers are still numerous 
enough to support an army of un- 
principled advertisers. 

The latest of these schemes to 
reach the eye of the writer is from 
the other side of the duck-pond, 
but the business is run by an 
American outcast who was cast 
out by the too assiduous attentions 
of the postoffice authorities in this 
city. The ad is headed in bold 
type: “Don’t send any money; 
we trust you,” and then it goes on 
to direct the reader to send in his 
or her name and receive by return 
nine articles of jewelry which the 
recipient is to dispose of to friends 
or acquaintances at Is. 6d. each, 
making 13s. 6d. in all. On remit- 
ting this amount in cash or post- 
office order, the fortunate seller 
will receive as reward for his or 
her trouble “a silver watch with 
chain and pendant absolutely free,” 
and the description of the articles 
contains the information that a 
jeweler has valued them at £2 Ios. 
6d.—nearly four times as much as 
the trinkets disposed of were sold 
for! In other words, for selling 
three dollars’ worth of goods for 
him the advertiser is prepared to 
give you twelve dollars’ worth—a 
somewhat curious conundrum in 
commercial transactions. 

Advertisements of this class— 
which bear the stamp of fraud on 
the face of them—are a disgrace 
to good advertising—they are a 
positive injury to the honest ad- 
vertiser. On the other hand, they 
are so glaringly fraudulent to the 
thinking mind that one feels the 
suckers who get entangled in the 
advertisers’ meshes richly deserve 
their fate. But it is the reaction 
that sets in, after the sucker finds 
that he has been gulled, that hurts 
the legitimate advertising _ busi- 
ness. It is a case of “once bitten, 
twice shy.” After being fooled 


once, the thoughtless persomisg 
to believe that all advertitiqes 
necessarily fraudulent and fem 
legitimate businesses are pet 
nently injured. 3) 

It may be set down as a prem 
Safe rule that the advertisengy 
offering something for nothing 
a great deal for a very little ig 
fake, and if there ever have beg 
any exceptions they merely prop 
the rule. Honest advertising js 
not extravagant i. its promisg 
It is intended for business, ag 
every sensible person knows thy 
in all honest business there mug 
be a profit. The headline, “Dogy 
send any money,” is attractive}gt 
to lure the thoughtless. The sim. 
ple-minded answer it and the my 
is carried yet further—the “goog” 
are sent without a deposit, chidly 
because they are not worth it;an 
if lost or stolen the intrinsic los 
will be very small. Proud of th 
seeming trust reposed in him, th 
recipient of the “jewelry” dispégs 
of it to his friends at what appéan 
to be a nominal price. Howeye, 
instead of selling jewelry hes 
selling his friends at Is. 6d. eah 
and when they find out the fake 
in a week or two he is apt to lox 
his friends also. But he gets ’th 
“silver watch,’ which looks wél, 
wears well but never by ay 
chance keeps any kind of time, and 
even the most chuckle-headed of 
the “agents” soon finds out 
he has been sadly sold. 

The caption that tells yout 
“send no money” gives g 
vice anyway, and the man 
rigidly observes it and has nothing 
to do with the ad is the one who 
will have no cause to rue his imae 
tion in the end. 

Joun S. Gre 
eee. : 
NEWSBOYS WITH BANK iG 
COUNTS. 

There are about eighty newsboyé it 
Minneapolis whose bank accounts, 
gregate $2,677, and whose indi 
accounts range from $248 down. | 
account is drawing eight per cent inlet 
est, and there are at least three # 
counts above $200. : 

These boys owe their start a5 am 
depositors to F. H. Peavey, the mallee 
aire grain merchant. It is said 8 
Mr. Peavey earned his first dolla a 
selling newspapers; at any rate, he take 
a very kindly interest in_ the pres 
generation of newsboys.—The 
Boy, Detroit. , 
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Through 
Any other Daily 


Publication. 





Address 
THE SUN, NEW YORK. 
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OUT OF THE ORDINARY. 


A cut-rate druggist in Boston is 
going to still further irritate his 
brethren in trade. He advertises 
to open any original bottle of the 
well-known patent medicines and 
sell two, four or more ounces at 
the proportionate price of a full 
bottle. For an explanation of this 


novel method of merchandising. 


he claims that there are many peo- 
ple who would like to try some of 
the largely advertised remedies 
but who do not feel inclined or 
able to purchase a full bottle of 
the preparation. So to please his 
patrons he will break the seal, un- 
cork and dispense any amount of 
any proprietary called for. The 
first day’s experience with reme- 
dies on draught was quite satis- 
factory to him and his customers 
seemed to take to the innovation. 

An oyster house in New York 
City keeps a crowd in front of the 
show windows from morn till 
night with six active little turtles. 
Each reptile has a letter painted 
on his back, and a big sign above 
says whenever the turtles get in a 
row so that the letters will spell 
the word “Oyster,” every man, 
woman and child in front of the 
place may have a hot milk stew 
free. Like all games of chance, 
lots of people will wager a dol- 
lar’s worth of time endeavoring to 
win a fifteen-cent stew, and- the 
oysterman says it’s the best adver- 
tisement he ever had. 

A clothier in: Buffalo claims to 
have hit on/an idea in advertising 
that works. well and pays him in 
two ways. “He got out an illus- 
trated placard and instructed his 
man posting them to give a due 
bill for $1 to the proprietors of the 
small shops who would agree to 
keep them hanging up uncovered 
for three: months. The due bills 
were made transferable and over 
300 of them were turned in within 
the first quarter selling over $5,000 
worth of clothing. 

A restaurant keeper in a New 
England city accomplished a neat 
stroke of enterprise by offering a 
prize of $5 to the lady making the 
best-looking pumpkin pie. During 
the contest the sidewalk in front 
of his. place was piled high with 
the golden gourds. and the show 


windows. held the unique 4 
tempting exhibit. Each pie «) 
tered was numbered and all 
trons of the restaurant had a yop 
on their choice. The result of th 
contest was most gratifying to th 
originator of the scheme, as hy 
received nearly 200 pies and mage 
over twenty-five new customer 
and all at an expense of $5 fg 
the prize and $2 for pumpkins, 

To be timely is what counts jg 
window displays as well as adver. 
tising catches, and the Albany 
clothier who rigged up a fierce 
looking dummy in a gaudy Bay 
Indian masquerade costume an 
labeled it “A Bulgarian Brigand’ 
was abreast with the click of th 
cable. To represent the captive 
missionary he placed alongside of 
the make believe mischief maker 
a big slab of marble, marking m 
it the one word “Miss.” Every 
one seeing the exhibit could easily 
guess the rest. And to aid th 
cause he put in the window an a 
peal for help, stating where sub 
scriptions could be made. 

The manager of the play “Evan 
geline” this season en route wil 
liberate 100 toy balloons witha 
tag attached to each one calling 
for a free admission to the theater 
where the piece is produced, ant 
he will also offer a prize of $% 
for the best conundrum to be used 
by the comedians on the stage- 
decision to be announced on the 
last night of the engagement, hh 


in, and, 
house_ was packed on the night the 
$25 was awarded. 
ae 
A LAWYER’S AD. 

There is one Iewa lawyer who dist 
gards the ethics of the profession and 
uses advertising of a unique nature 
The following is a copy of his latest 
letter-head: 

Tom H. MILNER, 
Lawyer. j 

Practices in every court on this 
earthly ball, expert title perfector ant 
buys and sells mortgages and 
loans. Am the red-headed, _ smootl 
faced, freckle-punctured Legal Nape 
leon of the Slope, and always in 
saddle. Active as the Nocturnal Fe 
line. “ Leonine in Battle, but Gentle % 
a Dove. “ Fees are the sinews of wat 

Mr. Milner’s residence is Belle P 
Towa. He is a lawyer of ability, 
has acquired a reputation as @ cf! 
attorney. His practice extends: all 
the State.—Chicago (Ili.) Tribune: 
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TWO MORE 


SPECIAL EDITIONS 


OF 


PRINTERS’ INK 


During 1901, viz.: 


Seed and Nurserymen 


PRESS DAY, NOVEMBER 27TH. 





Distillers 


PRESS DAY, DECEMBER 3iST. 





Further details will be announced next week. 





Press Day for the Special 
Issue for Cigar Manufacturers 
is To-day, October 30. 











Address 
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10 Spruce Street, New York. 
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By Samuel Jaros. 


All the world seems to love a 
liar but loathes a lubber. A liar 
gives artistic verisimilitude, as 
Pooh-Bah put it, to an otherwise 
bald and unconvincing narrative. 
He is a painter who retouches the 
truth and shows us scenes a little 
more strikingly than fact fash- 
ioned them. He is a cook who 
spices and seasons the _ insipid. 
Because he has lived, there were 
great movels; because he does live, 
there are said to be great adver- 
tisements. 

This thought comes to me as I 
glance over the extravagant ad- 
vertisements of the large depart- 
ment stores which adorn the Sun- 
day issues. 

The spirit of Barnum rests 
where the Sunday paper goeth not, 
but could the ex-master of sensa- 
tional advertising glance at the 
work of his present day follow- 
ers, his soul could not rest in full 
view of the robbery of his own ex- 
travagant adjectives. 

“Mammoth,” “greatest, 
est,” “most prodigious,” “tremen- 
dous,” “slaughter-slashing,” “but- 
cher of prices,” etc. 

Was ever the language employed 
by the “greatest show on earth” 
so unreasonable as is to-day the 
language of the greater depart- 
ment stores in their Sunday ad- 
vertising ? 

“Mammoth slippers, at  infini- 
tesimal prices,’ “A song for our 
indestructible socks,” etc. 

What does the advertising man 
think the public is? They seem 
to think after the precept of their 
famous past prototype: “That 
the public must be fooled.” 

“We have marked down our $25 
ultra-magnificent overcoat to 11.49.” 

“We are giving away this week 
for 69 cents the most superb ag- 
glomeration of gloves ever gath- 
ered together; former price $1.75.” 

That sort of thing cannot con- 
vince the public. If it is not ly- 
ing, what is it? Where is the ar- 
tistic verisimilitude? Where are 
delicate exaggeration of points of 
prominence? Where is the skill- 
ful seasoning done with sparing 


2966 


grand- 


hand? And where is the fact, the 
truth, without which a liar is lost? 
It is utterly absent, far from and 
foreign to this blundering, bluster. 
ing bombast. 

Here are some actual quotations 
from the voluble whopping of the 
Sunday’s blankets: 


Rich Black Dress Goods, $1 per yard, 
our price 39c. Every added word rep 
resents superfluous energy and expense 
But we write on, for the sake of em 
phasizing the chance and impressing the 
reader. Think of the $1 Imported 
Wool-and-Mohair Novelties—think of 
them at 39c.—then let the complimen. 
tary thought complete a splendid trium 
virate. 

A Gigantic Rug Sale. Prices lower 
than ever known before. Values posi. 
tively beyond the reach of the mos 
powerful competition. Offers surpass 
ing all records of the past. This will 
be another great demonstration of enter- 
prise. Such occasions are what have 
made this rug store famous—and no of- 
ferings of the past have been the equal 
of these. Rugs that you will be proud 
to own—durable, dependable qualiti 
in newest, most attractive colorings a 
designs—will be sold at most astonish 
ing prices. It’s a chance of the rarest 
sort. No one who cares for economy 
can afford to pass it by. Savings 
tively range from a quarter to half. 

New and exquisitely beautiful fab 
rics at wonderfully moderate prices, 
Most extraordinary price concessions. 
Every yard is new and beautifully styl 
ish. In the matchless Novelty Silks all 
the gorgeous and elusive fancies of the 
rainbow are poetically blended. The 
rich, stately elegance will command 
unqualified admiration of keenest crit 
ics. The wonderful art of the 
weaver is typified in high degree. All 
Silk Black Velvet at $1.95 a yard; unt 
versally sold at $4.50 a yard. 


Another firm advertises “Ladies’ 
$3.50 shoes at $1.69,” and paints 
them in the rosiest of colors. 

These gems are picked out at 
random from the advertisements 
of the big stores, in the New York 
papers of Sunday, October 13. 

The above are even too absurd 
to be even a falsehood. If it is 
true, what is wrong with our mer 
chandising system? Can sane 
business men sell reliable mer- 
chandise and continue to so do 
day after day, at one-third or one- 
half their price or value? If they 
do, their creditors should have 
their books audited or their san- 
ity examined. ; 

One wonders whether the writ- 
ers ever had a female relative, or 
whether they vegetated Topsy-like 
and bloomed in masculine solitude. 

If so, she could teach him that 





fact, the 
-is lost? 
‘om and 
bluster. 
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gentle, trustful woman is won- ° 


drous wise in the ways of shop- 
ing; and that whopping can’t de- 
fade her. She could show him 
that by some strange mental pro- 
cess akin to reasoning, woman- 
kind shies at a store which says 
that it sells for 99 cents the $3 
bargain of the house next door, 
instinctively feeling that the man 
next door would never let that 
happen. And she might impress 
upon him that tremendous, mam- 
moth, gigantic things are not what 
she looks for or expects, but that 
bargains a little better than her 
neighbor makes are her hope while 
awaited, and her pride when 
achieved. She could instruct him 
that no merchant causelessly or 
out of whim, sells a $3 shoe for 
$1.69. It would not be out of 
place to inform him that he should 
donate a dictionary to every wom- 
an whom he expects to pursue his 
polysyllabic peregrinations. 

Can such advertising convince? 
Does it instruct? Does it sell 
goods—or rather, will it sell more 
goods than the story of the mer- 
chandise for sale truthfully told? 

“It’s easy to criticise,’ answers 
the advertisement writer, “but it’s 
easier to see that my advertise- 
ments are good, for our house 
does the business.” 

My dear sir, known as it is, or- 
ganized as it is, stocked as it is, 
backed as it is with the capital 
that can cut prices, situated as it 
is in the stream of shopping, you 
would do the same business if you 
were to print under your displayed 
name the following well-known 
counting out rhyme: 


INK, II 


Fillosy, follisy, Nicholas jam; 

Weaver, quaver, 

English neighbor, 

Stringle-um, strangle-um buck. 

Silks for 39c. a yard are good 
enough for any one. 

I have asserted that it would do 
the same business if that chaste 
and harmless verse were the main 
feature of the advertisement dis- 
played. It sounds just as reason- 
able as much of the unreasonable 
language above quoted. While I 
am sure that the whoppers and 


‘bombast attract no trade, I believe 


that each one costs a customer. 

I must acknowledge, in fairness, 
that there are advertisement writ- 
ers, who print talks of silks and 
satins, and other goods for wom- 
an’s whims, wnom I must except 
from this kindly meant criticism. 

They paint in strong enough 
colors—their spicing does not 
shock the palate. They say as 
much in two columns as their ri- 
vals do in seven, and they say it 
in such a modest way that the 
woman believes it. His store is 
full and his advertising expendi- 
ture must be small indeed, as com- 
pared to his more voluble compet- 
itor. I am told that their stores 
prosper exceedingly. 


PE: aOTEE 
FAITH IN ADVERTISING. 


.When the late Robert Dunlap (the 
famous hatter) started in business he 
had only $2,000, and his conditions 
were no better than those of hundreds 
of hat-makers. A part of his little cap- 
ital he used for small newspaper adver- 
tisements. Of every dollar of profit he 
took half for newspaper publicity until 
his name became known in all the lead- 
ing cities. He often said that without 
newspaper aid he could never have 
made more than a living from his busi- 
ness.—Wilkes-Barre (Pa.) Times. 
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“BEST FOR REACHING MEN.” 


in Washington for reaching 





** The STAR is the best 


M. LEE STARKE, 
Representative, 





men as well as women,” says Mr. A. M. Orrison, advertising manager 
of Woodward & Lothrop, the largest store in Washington. 
always get immediate response to anything we advertise to men in 
The STAR. They often bring the advertisement cut out of its 
columns. They do this with no other paper. 
where ever equals The STAR in influencing men's trade. Men 
read it more than the women do, if that is p 
men read The STAR who read no other local newspaper.” 


“We 


No other paper any- 


ible. Th ds of 





Tribune Bullding, New York. 
Boyce Bullding, Chicago. 











HOW THE WORLD’S GREAT- 
EST RELIGIOUS AND MU- 
SICAL RESORT IS ADVER- 
TISED. 


Those of us who have faith in 
advertising know it has accom- 
plished wonders. To me, there is 
doubt if it has ever done more, or 
as much, for any resort on the 
face of the civilized globe than for 
Ocean Grove, N. J. Here it has 
literally made the ‘“‘desert blossom 
like the rose.” 

What a few years ago was but 
a primitive camp meeting in the 
woods, where a mere handful of 
zealous Methodists worshipped 
ten days every season, has been 
transformed into the greatest re- 
ligious and musical resort in the 
world, where, between June 15 
and September 15 every summer, 
there are above 300,000 visitors of 
the better class. What has 
brought about the metamorphosis? 

Advertising ! 

It is now no uncommon sight to 
see here an audience of 10,000 per- 
sons comfortably seated in what 
noted singers and divines say is 
one of the finest auditoriums. 

Of course Ocean Grove had 
been known for years in a desul- 
tory way—as a place “run by nar- 
row-minded Methodists,” and “the 
only place on top of the earth 
where you couldn't get liquor and 
tobacco,” nor “ride a bicycle on 
Sunday.” It was only a _ short 
time ago that the work of syste- 
matically advertising Ocean Grove 
was commenced. The manage- 
ment of the musical department 
of the services had been placed in 
the hands of Tali Esen Morgan. 
Besides being recognized as one 
of the leading musical conductors 
of the nation, Morgan is an old 
newspaper man. He knows the 
value of printers’ ink—in large 
and frequently repeated doses. As 
soon as he landed he saw the pos- 
sibilities of the place, and he also 
saw the urgent need of ‘ ginger” 
in gaining publicity. Mr. Morgan 
believes the two strongest points 
in advertising to be (1) get the 
goods, ani (2) deliver them as 
per the advertisement. Thus, he 
spent his first season in “getting 
the goods,” He organized and 


PRINTERS’ INK. 


drilled an oratorio society of 4 
voices and a children’s chorus of 
nearly 1,000. The initial effort 
proved to be an unqualified sye. 
cess, so much so that advertising 
a set programme for the following 
season was warranted. Shortly 
after Christmas notices of the 
features on this programme began 
to appear with marked regularity 
in the musical, religious and secu- 
lar papers. These notices were so 
constructed as to be considered 
good news-matter, and therefore 
always found ready acceptance. 

Then followed the organization 
of a board of trade. Its declared 
purpose was to advertise Ocean 
Grove. The board caused thou- 
sands of illuminated envelopes and 
letter heads to be printed for gra- 
tuitous use in the hotels and cot- 
tages. The face of the envelope 
bore upon it an excellent view of 
the beach; the attractions of the 
Grove were enumerated on the 
back. This envelope was not only 
an ad; it was also a souvenir. 

The board then started a month- 
ly newspaper, whose readable col- 
umns were filled solely with mat- 
ter pertaining to the place. Thou- 
sands of these pavers were mailed 
to all parts of the country, to a se- 
lected list of people who spend 
their summers at some watering 
place. At the instance of the 
board, 100,000 colored hangers 
were printed and hung in the offi- 
ces of the Baltimore & Ohio Rail- 
road as far west as Pittsburg. As 
a result of the hangers, it is known 
positively that a whole trainload 
of Quakers from interior Pennsyl- 
vania, who never before had visi- 
ted the seashore, were brought to 
Ocean Grove. 

All this advertising was done 
in the dull months of winter. It 
had the desired effect. It stimu- 
lated curiosity. By spring it had 
convinced thousands of people 
that if they did not visit Ocean 
Grove they would miss half of 
their lives. 

A thirty-two page booklet was 
added to the advertising matter. 
It contained much information and 
a valuable map of the New Jersey 
coast. These, too, were sown 
broadcast. And still another ef- 
fective advertisement were the 
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souvenir postal cards—seven views 
of different parts of the Grove 
comprising the set. 

During the summer services the 
advent of — preachers as Rus- 
sell Connell, Theodore Cuyler, 
Bishop Fowler, Madison Peters 
and Courtlandt Myers; such lec- 
turers as Dr. Talmage, Gen. John 
B. Gordon, Theodore Rooseveit, 
Corporal Tanner and Mrs. Or- 
miston Chant, and such singers as 
Lillian Blauvelt, Ffrangcon Davis, 
Clementine De Vere Sapio, Jos- 
ephine Jacoby, Gertrude May 
Stein, Evan Williams, Gwyllam 
Miles and Julian Walker, called 
for special advertising. It was a 
decided novelty to see on the 
camp-grounds three-sheet boards 
bearing colored bills of some 
great concert or lecture. At first 
many of the veterans shook their 
heads. They are now in line. 

Then, during the summer, the 
monthly paper became a weekly. 
Copies were mailed to the guests 
at all the hotels of this and adja- 
cent towns. Thus Ocean Grove 
occupied the center of the stage 
for fully three months. 

Aside from the matter of finan- 
cial return, advertising has done 
one thing for Ocean Grove, which, 
perhaps more than anything else, 
amply repays all the outlay. It 
has made the place known to the 
world as it really is—the greatest 
religious, musical and educational 
center in America, and not what 
many people were led to believe it 
was—‘“a place with a fence around 
it, where everything is restricted 
and all privileges denied.” 

J. E. Quinn. 
—_<+oe—___—_- 

Tue “end of advertising”’ is a 
paradox. Advertising should be 
continuous. Its possibilities are 
limited only by the amount of 
Stock that can be turned over in a 
year. The Kansas farmer raises 
one crop of wheat in a summer, 
while the thrifty German market 
gardener will take his waste fence 
corners and get three crops of 
“truck” out of them. Advertis- 
ing should make every fence cor- 
ner of a business highly produc- 
tive, and until the last one is rais- 
ing its quota of dollars it must be 
fertilized with publicity. 


INK. 


YANKEE TRICKS. 


A village druggist at Castine, Me., 
has solved the problem of what to do 
with the annoying little five-cent silver 
pieces, which have been the bane of 
traders for a number of years. It is 
said that these coins are more common 
in Maine than in any other State. 
Early last spring a local druggist called 
attention to the fact that he did not 
object to the tabooed currency by put- 
ting out the following ambiguous sign 
in front of his store: ‘“‘ Silver nickels 
taken here in the way of trade.” 

“IT knew just what kind of a sign I 
was making when I had it painted,” 
said he in reply to those who came to 
quiz him. “Of course, a silver coin 
can’t be a ‘nickel.’ That’s just put 
there to whet their curiosity. I take 
all the silver five-cent pieces that are 
offered me in the line of trade, and 
then if a fellow and his girl come in 
for a glass of soda and an ice cream, 
and the man gives me a dollar bill or 
a fifty-cent piece from which to take 
my pay, I manage to work off one of 
my silver pieces on him. I know he 
doesn’t want it, and that’s just why I 
give it to him. In nine cases out of 
ten, when he finds what I have done, 
he will look around the store for a 
chance to spend it again. In this way 
I get five cents’ worth of trade that 
would not have come to me if_I had 
not passed the piece.”—N. Sun. 

<acbsmaningeiaiiipesipinaents 

ADVERTISING is a business matter—not 
a frivolity. Make it your most respect- 
able representative.—The Advisor. 

- 


Why Should a Bank 
President or a 
Railroad or 

ance Manager 
Read’ Printers’ Ink? 


Because every man in charge of a great 
trust and large business responsibilities 
is in some way interested—directly or in- 
directly—in publicity from the stand- 
point of a business proposition, Print- 
ERs’ INK deals in its weekly isstes with 
publicity and advertising problems and 
achievements from the standpoint of prac- 
tical utility. It’s a recognjged standard 
publication and the cleverest and bright- 
est of its kind. It’s a useful, thought- 
stimulating, handy little gem. It’s cheery 
reading, and many business men order it 
sent to their private address to be read at 
their leisure. About 64 pages every 
week, Subscription price $5 per year. 
Sample copies mailed on receipt of 10 
cents. 


13 











Insur- 











Address 
GEO. P. ROWELL & CO., Publishers: 
1o Spruce Street, New York. 














14 
BOSTON LETTER. 


Through a syndicate manage- 
ment with the publishing house of 
Small, Maynard & Co., the Bos- 
ton Globe is running a series of 
short stories. There is to be twelve 
in all printed without stating the 
authorship, and $1,000 is to be 
paid in prizes to those guessing 
the correct author of each story 
from’a list of 25 eminent writers 
who were invited to contribute the 
manuscripts. It is considered to 
be a tip-top advertising- scheme 
for the Globe and is featured over 
New England in the country press 
and also by posters. 

The general manager of the 
Boston Food Fair says that next 
to good newspaper advertising and 
low excursion rates the best thing 
to draw crowds is the “give- 


aways,” as he calls souvenirs. Ev- 
ery day at the exhibition the first 
1,000 ladies receive a present on 
entering, and one of the prettiest 
conceits distributed is a miniature 
yellow pumpkin in the shape of a 
“Jack o’ Lantern” that can be used 


for a stick-pin. Another is a gro- 
tesque ornament in the form of a 
life-size old green frog just ready 
to jump, and the one most prized 
by the ladies is a novel shopping 
tablet to keep tab of her bargains. 
These articles are almost worth 
the price of admission—25 cents— 
and are taken home. 

The most attractive window 
sign along Washington street is 
one in Copeland’s Colonial Lunch 
Stalls, and consists of -a round 
disc studded with small electric 
lamps and the wording is: “Yes, 
Buckwheat Cakes.” 

The holidays are approaching, 
and while the merchants do not 
have to go after Christmas trade 
they vie with one another in mak- 
ing appropriate and attractive win- 
dow exhibits, and the cutest one 
in Boston so far is that of a toy 
shop. The window is filled with 
dolls, and a dozen or so are en- 
gaged in trying to coax a little 
full-rigged yacht to get a move on. 
One has a pair of toy bellows, 
while others have tin horns trying 
to raise the wind, and by close in- 
spection you can see the boat is 
named “Shamrock II.” 

A stationer on Milk street has 
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a window piled full of playing 
cards and one deck is ingeniously 
contrived into the form of 4 
building and near it is a pen-wi 
doll dressed as a Sailor, Standing 
erect and waving a banner which 
says: “This is the house that 
Jack built.” 

A tailor slanders the wel. 
known plumpness of the true Bos. 
tonese by advertising that his rag. 
lans cover a multitude of slims, 

A chiropodist has laid awake 
nights thinking up a new name for 
his profession, and now his sign 
reads: “Pedicure.” 

A boot and shoe dealer uses a 
good trade-mark. He has a gi 
gantic big brogan set up on a ped- 
estal in front of his store, and in 
all his ads he is known only as the 
“Big Shoeman.” 

A dry goods establishment think 
they have a good catch-phrase in 
this: “The Under-Price Store.” 

Manager Rice, of “Evangeline,” 
uses the big blue bell of the tele 
phone company for an ad. It is 
a “cut-out” of equal size of the 
sign so often seen, and engraved 
on it is: “’Phone for reserved 
seats for ‘Evangeline.’ It’s a hello 
of a good play.” 

Fortune tellers are not tabooed 
by law in Boston as they are in 
many cities. Perin, the palmist, 
proudly exhibits a collection of 
medals and tokens in one of the 
most prominent show windows on 
fashionable Boylston street. 

The management of the Boston 
Theater, where a grand revival of 
“Uncle Tom’s Cabin” is in pro- 
gress, offers a pretty Shetland 
pony and cart to the New England 
scholar who writes and submits 
the best essay on the lessons 
taught by the gray-grown play. 

As a compliment to a delegation 
of Southern cotton mill men visit- 
ing Boston, the city forester who 
has charge of the parks had plant 
ed in the public gardens adjoining 
the Common 5,000 cotton plants, 
many of which were in bloom. 

Houghton & Dutton now hold 
a “flower day” twice a month. On 
the last occasion over 100,000 
American Beauty roses were given 
to visitors to the store, whether 
they were callers or customers. 

Dean Bowman. — 
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NOTES. i 


Tus Kansas. City Journal sends out 
handsome booklet filled with the tes- 
smonials of food advertisers who have 
used the Journal’s columns. 


“Tue Larger the Circulation the 
per the Rate” is the title of a 
folder with facts and figures which the 
Chicago Daily News asserts to adver- 
tisers. PEs 
Tue Brooklyn Daily Eagle gave its 
employees a reception at the Pouch man- 
sion on October 24 last in commemora- 
tion of the sixtieth anniversary of the 
Eagle’s foundation. 


Seto Brown, advertising specialist, 
Williamson Building, Cleveland, was re- 
cently in New York at the request of 
some city banks who desired to formu- 
late plans for publicity. 

Tue Commercial Clearing House, 216 
Washington street, Chicago, furnishes 
lists of wholesale jobbers, grower-ship- 
pers of fruits, vegetables, produce, eggs, 
game, poultry, butter, etc. 


Tue letter sheets which the Grand 
Rapids (Mich.) Evening Press uses for 
correspondence have on the reverse side 
a fac-simile testimonial letter of an ad- 
vertising patron of the paper. 


J. A. Mancotp, Moundsville, W. Va., 
manufactures rulers for advertising 
purposes. The front side contains an 
adjustable sliding calendar, the reverse 
side is reserved for reading matter. 


ALTHOUGH a certain class of critics 
has diligently proclaimed Kipling’s de- 
cline, it will be observed that editors 
are not declining the Englishman’s pro- 
ducts even at the stiff prices he exerts. 


THE advertising department of Amer- 
ican Medicine, 1321 Walnut street, 
Philadelphia, reaches out for advertis- 
ing with circulars and blotters which 
are mailed to desire. patrons at regular 
intervals. 


Tue Lea 


Manufacturing Company, 
Elwood, Ill., does some booklet adver- 
tising that combines business and art 


as well. The one, “‘ Lea Inclosed Arc 
Lamps,” is a specimen of typographical 
excellénce. 


Modern Mexico, publication office, 116 
Nassau street, New York, sends out to 
advertisers an eight-page booklet, 34x 
5% inches in size, which is full of per- 
tinent data relating to advertising in 
that country. 


Tue street car systems of New Eng- 
land cities and towns and their import- 
ance to advertisers are the contents of 
a creditable booklet published by 
Wineburgh & Company, 257 Broadway, 
New York City. 


A REAL gem of a booklet, typographi- 
cally and mechanically, is the one = 
lished by the Western National Bank 
of the City of New York, New York. 
It contains a statement of the finances, 
a list of the bank officers, etc. 


Joun N. Bowen, of Clayton, N. ei 
is said to be the youngest successful 
editor in the southern part of that 


15 


State. Editor Bowen is nineteen years 
old and is the owner of the Clayton 
Reporter, a prosperous weekly. 


“INCREASE IN VALUE” is a very intes- 
esting booklet on investments in aa 
estate poet by the Friesbie a 
pany of Cleveland, It is 334x6% inches 
in size, illustrated with outline cuts, 
nd makes a practical argument. 


THe Boston Journal has {ssued a 
dainty booklet with authograph letters 
from prominent men in public life who 
read and indorse the Journal as a news- 
paper. Each letter is adorned with a 
vignette half-tone of the writer. 


“Dietz New Steel Signal Lamps,” 
manufactured by the R. E. Dietz m- 
pany, 60 Laight street, New York City, 
is a well-arranged and practically illus- 
trated booklet which ought to be of 
considerable interest to railroad officials, 


Cuas. C. WINNINGHAM, one of the 
founders of the Muncie Star, and for 
the past year advertising manager of 
that publication, has resigned his posi- 
tion to enter the advertising department 
4 the Union Traction Company of In- 
iana. 


Tue Columbus Press, formerly the 
Press-Post, has contracted in New York 
and Chicago with the Floyd-Lefevre 
Special Agency, who will have entire 
charge of all advertising in the foreign 
held and to whom all inquiries for 
rates, etc., should be made. _ 


Tue Binner Engraving Company, 
Plymouth Court, Chicago, is making, 
by a new process, plates suitable for 
newspaper ads which have all the ap- 
pearance of clay modeling. The sam- 
ples they are sending out, printed on 
newspaper stock, appear very artistic. 


_ “Dust Collecting and Fuel Feed- 
ing,” a 32-page booklet, 744x8% inches 
in size, by H. L. Day, Minneapolis, 
Minn., contains the principles of dust 
collecting underlying the Day patents. 
The booklet is illustrated with cuts and 
diagrams explaining the practical work- 
ing of the systems. 


Tue Leavenworth, Kas., Times prints 
daily on the editorial page some perti- 
nent paragraph taken from Printers’ 
Ink which is of practical interest to 
advertisers. The Little Schoolmaster 
notices that the columns of the Times 
contain a large number of well written 
and well displayed ads. 


Tue Manchester (N. H.) Mirror has 
installed in its printing room a new 
improved Angle-Bar Duplex web per- 
fecting press. The Mirror asserts this 
was necessary on account of the in- 
creased demand for the paper, the open- 
ing up of rural deliveri@, and a gen- 
eral growth of circulation. 


A CATALOGUE received from the Cana- 
dian Office and School Furniture Com- 
pany, Ltd., Preston, Ont., is conspicu- 
ous for practical general arrangement, 
good illustrations, clear presswork and 
full description of the articles adver- 
ti The book has forty-two pages, 
6x9 inches, with embossed cover. 


A CORRESPONDENT sends some real 
estate ads which appeared in the Kansas 
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City Times. The ads are from two to 
four columns wide and are illustrated 
with what may be termed bird’s-eye 
views of the farms and surroundings. 
The ads are certainly out of the ordi- 
nary run of real estate advertising. 


In the Wanamaker advertisements in 
the country newspapers there recently 
appeared the following: Buy from 
your honfe stores first. Come here only 
for those things that you can’t get so 
well at home. We are not competing 
with your home stores; merely supple- 
menting them. And he weed the oth- 
er eye. 


“Diamonp Chains for the Trans- 
mission of Power” is a catalogue pub- 


lished by the Diamond Chain Factory, 


of Indianapolis, Ind. It has 32 pages, 
6x9 inches, and contains practical and 
technical descriptions and facts about 
steel sprocket chains. The press-work 
and arrangement of the catalogue is 
faultless. 


Tue Pearson Publishing Company, 
43-45 East Nineteenth street, New York, 
outlines in a circular that magazine’s 
programme for 1902. The leading feat- 
ure is asserted to be the popular sci- 
ence articles, articles on natural his- 
tory and a first-class service of many 
traveling correspondents in all parts of 
the world. 


GotptHait & Sons, corner Third and 
Washington streets, Marion, Ind., pub- 
lish an interesting folder, “‘A Little 
Chat About Carpets.” C’The reading 
matter is excellent, and if the contents 
of this folder had been put into a neat 
booklet of a good quality of paper it 
would have made an effective piece of 
advertising literature. 


A BOOKLET published by the Old Do- 
minion Realty Company, of Norfolk, 
Va., sets forth in well-arranged pages 
the advantages and opportunities to in- 
vest money profitably in and around 
Norfolk. Some day it will be Greater 
Norfolk, and its harbor is one of the 
finest. On the whole, the booklet ap- 
pears as a clever piece of industrial 
advertising. 


Tue Kempsmith Manufacturing Com- 
pany, Milwaukee, Wis., have issued 
their thirteenth catalogue of 56 pages, 
6x9 inches in size, on “ Millers for the 
Metal Trade.” The general appoint- 
ment and arrangement of this catalogue 
is first-class throughout. The left-hand 
pages contain half-tones of the adver- 
tised machinery, the opposite ones the 
specifications thereto. 


Tue catalogue of the Fisher Book- 
Typewriter ome 343 Broadway, 
New York, is one of the most practical 
and handsomely anointed that hes been 
received. It is 7%4x0¥% inches in size, 
printed on heavy paper, well illustrated 
with halftones and accompanied by read- 
ing matter which gives one a clear con- 
ception of what the: Fisher Book-Type- 
writer is and what it does. 


“ Pacxincs,” published by the Unit- 
ed States Metallic Packing Company, 
Philadelphia, is a 14-page booklet, avn 
8% inches in size, which for fine print- 
ing and excellent. arrangement of the 
subject matter could hardly be bettered. 
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The technical matter of the con 

is illustrated with half-tones. The ps 
cover is of striking design, showing g 
battleship in silhouette outline. 


WELL-ARRANGED and _ illustrated cata. 
logues are often spoiled by flimsy cover 
material. Such is the case with the one 
which the Savage Arms Company, man. 
ufacturers of military an Sporting 
rifles and ammunition, Utica, if Yy. 
have just issued for the season of 1902. 
The design of the cover is first-rate, 
but the quality of material comes of 
and tears in a single mail trip. 


WITH its compliments, the Detroit 
Journal sends out an album of “ The 
Story of the Race,” told in cartoons by 
Tom May. There are six cartoons, 74 
xII inches in size, in which the artist 
caricatures the start, progress and vic. 
tory in the race for the America Cup, 
The last page is devoted to circulation 
and business facts relative to the Jour. 
nal. The cover is dark slate color and 
gold. 


Tue Grand Rapids (Mich.) Evening 
Press sends a copy of their issue of Oc- 
tober 19, which contains a rather unique 
supplement, in which the Press has 
taken the financial concerns and some 
of the best firms of that city and placed 
their ads in rhyme to the extent i four 
pages. The pages are illustrated with 
halftones and colored pictures, and the 
whole makes an original and striking 
impression. 


H. C. ScHwartz, 407 to 411 Grant 


avenue, Millvale, Pa., is an enterpris- 
ing grocer. He publishes a monthl 
paper, ** Schwartz’s Money-Saver,” 
which is mailed free to the public. The 
October number celebrates the twelfth 
anniversary of his successful cash gro- 
cery stcre. The magazine is 8%4x11\ 
inches in size, and practically arranged. 
It has a cover illustrated with half- 
tones of the Schwartz store. 


Tue Mesxican Herald, October 
contains the following personal: ‘ 
dies! One Mexican gentleman of good 
manners and regular position wishes in- 
timate with an illustrated and handsome 
young lady, though she were poor. The 
object is easily exchange their native 
language, and, if it were possible, to 
marry themselves. Write in Spanish or 
Enghsh giving references to Anuncios, 
P. O. Box 455, Mexico, D. F.” 


A Lonpon paper says: The Dover 
Corporation is to be congratulated 
heartily upon the decision which it has 
made. As a result of its deliberation 
a fiat has gone forth that within a fort- 
night all advertisements are to be re- 
moved from the cliffs. This decision 
will be regretted by no one except the 
advertisers. The public has plenty of 
opportunities for learning the compara- 
tive merits of rival pills and ointments 
through the medium of the press. 


Rosert S. Barrett, chief advertisin 
clerk, Southern Railway, sme Pennsyl- 
vania avenue, Washington D. C., sends 
the Little Schoolmaster a book about 
“Hunting and Fishing in the South,” 
which the general passenger department 
of that railroad has published. The 
book is dedicated to the army of sports- 
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men who have found in the South an 
jdeal field of sport and recreation. The 
book is handsome and contains much 
practical information, game laws, etc. |{ 


A pate, yg on pontaton of; 
the bankruptcy act has just been ap- 
inted by Mr. D. Le Roy Dresser, 
president of the Merchants’ Association 
of New York, pursuant to a request 
made by a number of its prominent 
members. The purpose of this commit- 
tee is to make a study of the present 
act, to point out its defects, and to sug- 
amendments to remedy the same. 
e committee will report to the Board 
of Directors of the Merchants’ Asso- 
ciation of New York. 


Tue Sphinx Club, at its recent meet- 
ing at the Waldorf-Astoria, elected the 
officers for the ensuing 
president; 


ear: 
Daniels, ames 
secretary; Hallock, 
treasurer ; B. Harding, Charles Aus- 
tin Bates, P. A. Conne, F. L. Perine 
and George H. Hazen, executive com- 
mittee. George P. Rowell addressed the 
dub on “Personal Reminiscences of Ad- 
vertising and Advertisers.” Artemas 
Ward, M. M. Gillam, Thomas J. Bar- 
ratt, L. Kramer, James O’Flaherty 
and Paul 


E. Derrick were the other 
kers. Others present were: J. 
Prank Hackstaff, A. Frank Richardson, 
joseph Beecham of England, WwW. S. 
uglass, William A. Whitney, J. An- 
s McDonald, O. J. Gude, Lincoln B. 
almer, J. A. Thayer Joseph Proskauer, 
G. V. Quilliard, Tr., St. John Appo and 
Samuel W. Hoke. 


GERMAN newspapers must be badly 
in need of advertisement if one may be 
allowed to judge from the action of the 
editor of the Sun, Frankfurt. This 
gentleman, no doubt finding that his 
circulation was not all that could be 
wished, played the part ef Daniel in the 

of lions, going into a cage with 
seven of these animals and drinking to 
their health in a bottle of champagne. 
Not that I mean to infer that the He- 
brew worthy indulged in this stimulant 
during his sojourn in the menagerie. 
The champagne was a modern addition 
invented by the ingenious editor, and 
doubtless assisted in keeping up his 
courage, which was perhaps of the 
Dutch variety. The incident reads 
more like an American than a German 
story. The circulation of the Frank- 
furt Sun is said to be very much im- 
proved by this theatrical socengane. 
—Advertisers’ Review, England. 


Tue Atlanta Constitution goes _ to 
considerable trouble in getting up a let- 
ter in fac-simile handwriting that reads 
as follows: 


ring. 
George H. 
Gibson, 


Thursday afternoon. 

Dearest—Please don’t forget the er- 
rand I spoke to you about this morn- 
ing—twenty-seven yards—and it ought 
not to cost over eight cents a yard. I 
love to have you talk to me about busi- 
ness matters the way you did the other 
night, for I truly believe there is a 
great deal in a woman’s judgment, and 
I want to help you all I can. There is 
one thing I would advise you to do, 
truly. Please put the Constitution and 
Sunny South on your next list. They 
are getting out live editions of the 
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vey Constitution of 200,000 each, 
and three editions of the Sunny South 
of 100,000 each. hese editions are 
certainly bargains, as they charge only 
regular rates. Affectionately, TE. 

his letter is gotten up with a sam- 
ple of ribbon pinned to one corner and 
is aS near deceptive as anything of its 
kind. Does it really advertise? 


Tue Toronto Daily Star has, on the 
occasion of the visit of the royal heir 
to Canada, issued a Star’s Royal Sou- 
venir Number, which is a commendable 
piece of newspaper work. It is printed 
on heavy coated paper and contains fine 
half-tones taken from scenes of the 
tour of the royal part in Canada. 
Full page half-tones of the English 
royalties, many half-tones of other high 
dignitaries of the Canadian govern- 
ment, groups of the Toronto city coun- 
cil, etc., make the number attractive 
and artistic. The cover is in colors. 

—— oer 


NOT DESTROYED BY FIRE. 


“THe ANACONDA STANDARD,” 
Business Department. 
New York, Oct. 16, rgor1. 
Editor of Printers’ Ink: 

The Associated Press sent out a dis- 
patch broadcast to the effect that the 
Anaconda Standard’s plant was entire- 
ly destroyed by fire on September 23 
which was erroneous. I would ver 
much appreciate it if you would gi 
as much publicity to the error as y 
can. The actual damage was only 
the burning of the roof. 


remarkably short time the linotype 

chines were put into order and the 

per printed on its own press. 

pleased to state that the 

Standard did not lose an issue on ac- 

count of the fire, Yours truly, ; 
Wma. J. Morton. 
Mgr. Foreign Adv’g. 


—_—_——~oo—_—_ 
MEDICAL ADVERTISING. 


J. F.. Bowers, M. D., 
Barth Block, 
Sixteenth and Stout Streets, 
Denver, Col., Oct. 19, 1901. 
Editor Printers’ InK: 

Have been a regular reader of Print- 
ers’ Ink for the last three years. I 
am interested in advertising and espe- 
cially in physicians’ advertising, where 
it is necessary for the patient to come 
to the physician’s office. Would be very 
much pleased to see articles on this line 
of advertising in Printers’ INK. 

Very truly yours, 
J. F. Bowers. 

For the purpose of receiving widely 
different ideas on this subject, the Lit- 
tle Schoolmaster would like to receive 
articles not exceeding 1,500 words. 
Those which are found available will be 
accepted and paid for. 


> 
CHALK-PLATE OUTFIT. 
Hupson, Mass., Oct. 21, 1901. 
Editor Printers’ Ink: 

Would like information regarding an 
inexpensive chalk-plate outfit or zinc 
etching outfit for weekly newspaper il- 
lustrating. Very truly, 

. A. W~ Lio¥s.° 
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CHEAP AND EFFECTIVE ADVER- 
TISING. 


I was down in Delaware a short time 
ago. The enterprise of a rural dealer 
in farming implements attracted my no- 
tice. His specialty was a certain make 
of corn-harvester. Now, Printers’ Ink 
readers may or may not know that the 
corn-harvester, long a dream of agri- 
culturists, has just emerged from the 
experimental stage. Farmers, though 
impressionable when it comes to gold 
bricks or lightning-rod contracts that 
rove to be thirty day notes, are still a 
it skeptical about the corn-harvester. 
They are inclined to take the maker’s 
protestations of perfection cum _ salis 
cum granis. So it was a_ herculean 
task to introduce the new machine. I 
believe the dealer to whom I make ref- 
erence sold several of the harvesters 
last year—not enough of them to keep 
him awake o’ nights figuring on returns. 
This year, aided by salesmen in the 
employ of the manufacturer of the ma- 
chine, and by circular, booklet and 
newspaper advertising, our dealer sold 
thirty of the harvesters. He had done 
very well, indeed; but nine-tenths of 
the farmers of the locality were still 
og meee buyers. Well, they had to 

reached somehow, and it remained 
for our dealer to turn the trick and, 
incidentally, advertise his wares for 
another season. 

The harvesters were sold this year 
subject to a “ future delivery ” clause, 
and upon a day fixed by the dealer 
every purchaser of a machine was to 
remove it from the dealer’s warehouse. 
Meanwhile a test of the harvester had 
been made in competition with one of 
another make. he superiority of our 
dealer’s machine was demonstrated in 
a way that left no doubt of its useful- 
ness. All the farmers present at the 
test signed a statement setting forth 
the facts of the test. This statement 
was printed on a half-sheet poster and 
scattered broadcast. 

Then came the day for the machines 
to be delivered. The dealer had fixed 
upon Saturday, always a half holiday 
with the farmers. ‘ big parade was 
advertised to take place in the town on 
that particular Saturday afternoon. It 
was nothing more nor less than a pa- 
rade of these corn-harvesters through 
the streets lined with the farmers and 
their families. A team of horses to 
each machine! A large number of ma- 
chines in line! Each machine glisten- 
ing in its coat of bright red paint! Is 
it any wonder that every man Jack of 
the farmers on the sidewalks thumped 
himself because he was not in line? 
And, further, the machines were driven 
to a vacant lot, where, ranged in a cir- 
cle, they were photographed. And, fur- 
ther again, at the close of the parade 
there were cigars and ice cream for 
every farmer, whether he had purchased 
a machine this year or contemplated 
buying one next season. Well, you can 
imagine what a royal good fellow ev- 
ery one of those sons of the soil voted 
the.dealer to be, as they wended their 
way homeward at night, with a stomach 
full of ice cream, a good cigar between 
his teeth, and a corn-harvester circular 
in his pocket. I asked the dealer what 
the whole thing cost him. “ About 
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twenty-five dollars,” he replied, “and 
look at the advertising I 5 ot 
J. E. Quixy. 


—_$_<+or 
CAN AN UNDERTAKER ADVER. 
TISE? 


Probably ninety-nine advertising men 
out of a hundred would say no. ) Foon 
to tell 7% something about the enter. 
prise of W. E. Pettis, of Des Moines, 
Iowa, and you can decide whether or 
not he has solved the problem, “ Can 
an. undertaker advertise? ” 

Mr. Pettis discovered the formula of 
the “Rex” embalming fluid several 
years ago. One of the quaint charac. 
ters of Des Moines at that time was 
an old negro of magnificent physique. 

The negro died. 

There was no one to see that the old 
negro was given a_burial. The body 
was turned over to Mr. Pettis, who em- 
balmed it with the “ Rex” fluid. This 
was in November, 1896. 

The corpse was placed in a cabinet 
and Mr. Pettis got out a little booklet 
telling of the incident and that the 
curious might see this specimen of em- 
balming at the undertaking establish- 
ment at any time. ’ 

Thousands have viewed this mummi- 
fied individual and nearly everybody in 
Des Moines can tell you about it. The 
embalming preparation is now shipped 
all over the United States. 

The corpse is now like leather and 
perfectly preserved. Is not this adver- 
tising that comes entirely within the 
requirements of professional ethics and 
yet is effective? Pau E. Faust. 


Construct an advertisement as you 
would a house—see that everything is 
in its place and every place is where it 
ought to be.—The Advisor. 


CATCH-LINE _OF WELL ae 


AD ILLUSTRATED. ABBE 
FERVESCENT SALT CO. 


“THE SALT OF 
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en G@ MACHINES. 


Mae ee gio. Lapel Pasting, ond, supizing 


SHUN HIM, 


Tue publisher who offers all kinds of 
circulation proofs until you ask for 
them—and then backs down—is not one 
for you to patronize—The Advisor. 


———r>—_——— 
Classified Advertisements. 


Advertisements under this er this head two Hnesor more, 
thout aris centealine. Must be 
id hand ray bes week in ‘advance. 
WANTS. 


vader reblaree patent pode boars 
Wl 
MITH, M. De Macon 
WAX ee nities for 
spares eee care, bound or unbound. 
N. C.,” care Printers ’ Ink. 
othe Wordd Bre copies of the morning edi- 
M°ss tion of the World are sold ld in Greater New 
York every day. Beats any t two other papers. 


ANTED—Position as adv. mpmager. Change 
«i climate, South or West. Siate particu- 
lars and salary. ddress “A.C. B..” Printer Ink. 


poems for 5 line a.ivertisements 4 weeks nd 
is newspapers , 100,000 
ton week —, Western weekly —_ 
ere cn lication. ICAGO 
EWSPAPER NION, IN, 10 Spruce Bt., New York. 
ANTED--A thorough’ 
a ga take charge 
ore and dopa: a growing cepart 
oe bows. Give es 
ences, experience and expected. - 
dress “ MAIL ORDERS,” care ters’ Ink. 
ANTED—Advertising manager. One capable 
of promoting the sales department as part of 
his advertising department. Address,in confi- 
dence, with adequate reference, 
PURINA MILLS, St. Louis, Mo. 
- now nour a at Sydney, How South Wales, wi 
the Ui Fated 4 onder bealnea 
oO! are 
le books ‘Publishers or in that 
i “Manufacturers, ublishers or a 
who are I’kely to be interested in Cay 
tion are invited to ay IDEAS,” 
1005, Sydney, N. 8. W., A 
W'trera con ot carb advertisement wri 
cure a copy of our book of ready. 
A veritable mine of sugges- 
Contains over five 


te . 
sie at edhectiv ads. Invaluable 
4 ulator for advertisemen 


dress GEO! pio LOWELL & 00.10 Bprece Se, 


a oe 
MAILING MACHINES. 
HE ig hire) MAILER; p 10; P. O. Box 
7s. ’ + price, $ 


FOLLOW-UP SYSTEMS. 


PFINTED matter telling al all about them free. 
SHAW-WALKER, Muskegon, Mich. 


—< 
INFORMATION. = 
NFORMATION, Bova Bayan ing n,N.Y, tells subs. b: 
ret. mail where anything from makeo. 
POSTAL TAL CARDS BOUG BOUGHT. 
ee Any or t~y— 


cards and bes) Ay 
MANUFACTURING 300 13 Park Row, -, York. 


———_+o>—__—__ 
PRINTERS’ MATERIAL, 


ODERN MACHINERY, new and rebuilt. 
, new and second 
Type, ype. new only, at foundry prices and dis- 


CONNER: PENDLE bodkin furnished. 
FENDLER & CO., N. Y. City. 


: Great. list for patent 


era 


cicada 
ADVERTISING ADVISORS. 
OUR ad ig_improved, or will inf: 
x how pr — By Se 1 and de- 
tae with reqnast ndvice ore. | EVANS, 
100 West 88th St., N City. 
ee 
ELECTROTYPES AND | AND army sean 
LACTROTSPS or stereoty When zou 
ones, order = ‘Bright's Sg 
Foundry, No, 
211, N ; Third 8t., St. Louis, . 


nee 
COIN CARDS. 
ING COIN WY > Beverly, Mass. Sam- 
ples free. $1 60 per M in large lots. 
PER 1,000, Less for for more; any printing. 
8 THE COIN WRAPPER CO., Detroit, Mich. 
BILLPOSTING AND. _AND DISTRIBUTING. 
F distribute all kinds. of Lay ay of circulars and ad- 
se = Guaran- 
teed se: arentow er than can be obtained 
ptt mtg PHILA. ADDRESSING A AND DISTRI- 
BUTING CO., 27 No. Juniper 8t., Phila., Pa. 





HALF TONES. 


N® NE better for the money money then made by the 
os ENGRAVING CO., 61 Ann 8t. 


r half-tones, |-col., 
= 2 TRE YOUNGSTOWN 
— wn, Ohic. 


ADDRESSES. 


50,000 abs amare ae 


ravi 


kk man. Very 
‘windmill feed winder, et. 1 
$15,000" at + — man: wenth 'g100 000. 
f farmers ierenpective of 


medicine > people. 
copied tax list and sworn, to. 
for prices. FARMERS’ TRIBUNE, Motnen i=. 





EXCHANGE. 


WW airerti rae To exchange, © small 


zines an on rata ar- 
tS, . THE  periadicale Lanetster, Pa. 
| ey ae you ¢ you don’t want for some- 
‘ou do. ou have 

noc edber similar, and want toor. 
others, advertisement in 
’ Ink. There are with «hom 
sons am: ye: of paper with w 
you can a@ speedy ad 

change. The price for such advertisements vie 
2% cents per line each insertion. Send along your 
advertisement. pre 
ILLUSTRATORS AND I! AND ILLUSTRATIONS. 


H SENIOR & CO., ., Wood F Engravers, 10 Spruce 
e 8t., New York. Servic Service goodand prompt. 


oO own illustrating at about se Tr cut. 
tet 1) Fe Tals” ending boss ps, ts 
for a. % , &X ae, co., » In. 
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NUMBERING or 
UR be: ine is the best. WETTER 
OV MB'C uboring machine Cou. 515 Kent ‘Ave. , Bklyn. 


—___—___-o 
ADVERTISING DESIGNS. 
GINAL IDEAS. The best equipped art 


GAL ENG! ENGRAVING CO., 


Mo Wisth Ave., New York. 


TO NEWSPAI WSPA PERS. 


ARGE New ‘York departm iopartmens store will make 
with newspaper pub- 
menene in Connecticut and New York towns to 
permanent deal involving 
permanen' volyv ° 
dress LAURENCE ELKOUS, 9 East 16th St., N. Y. 
, ——_+or 





SUPPLIES. 


GAuge PINS, $ for 10c._ PRINTERS SUPPLY 
Grand Island, Neb. 


Deby th per te rinted with ink manufactured 
aes . WILSON PRINTING INK CO., 
ruce 8t., New York. Special prices to 

= po. 


PRINTERS, 


1,000 ye = i aeet Ae — 


samples of above and other work. INK &SON, 
Printers, ee & Chestnut, Philadelp: 


Ws an  aaaraatire, voce, 8 pages, 
Sia In So size, wire stitc meee: ad 
co! Or oe of =} 1,000 booklets - cio 5, for 

oF wes illu: eg and priting ing Copy, if so de- 

charge, 


PRINTERS’ INK PRESS, 10 Hess, 10 Spruce 8t., N.Y. 


oO Erroer NECESSARY. 
The man who wishes to get out a booklet to 
rtise his busin eed not nd much ef- 


we ha 

he wishes, and. = e oth 
tenet. Write us if 3 you are in 
ERS’ INK PRESS, 10 ‘Spruce § 8t., ie he 


A SMALL SPACE WELL USED. 

How often you hear pousbody say : “Now 
Rave o Sunk eqype well eed. | 5 t stands right 
out of the 

The hical arrangement caught 
the eye and e small nd out more 
prominently Se one twice its size, but not so 
wi 


the things we particularly a a our- 
is this a 4&4 setting advertise- 
mei th are boun ~} oe BS no oe | 
= ey occupy in eat 
yetater bab bably 44 not the pment for doing 
his that we have, probably” he doesn’t know 
how as well as we do. 

ty e furnish Cotiocieess too, if you like. 

This is only one of we do for advertis- 
ers—the printing of ca es, booklets, circu- 
lars are some of the other t 

‘We make them stand out as e crowd too. 

PRINTERS’ INK P. 
10 Spruce St., New York. 


ADVERTISING rISING AGENTS. 
E will iy a two-inch adv’t in 50 
dailies in Cnba, Central and South Amer. 
ica for six ~2 3 oy" 
paper. 


at $2.4 month fi 
OPTIMUS CO.,194 Broadway, N. oF each 


x HELP or tStading Wanted in the Sunday 


issue of 15 metropolitan newspa- 
maif order seen. Lists free, 


A 
HUNGERFO a ‘DANRELL, Washington, D.C. 
+O) 


FOR SALE. 


FoR SALE—Incubator and and 200 Chick Brooder, 
W. ROBB, Odbert, Ohio. 


RADE ice too low to mentio 
T dress DRAWER Ht Cohocton, NY AY 


Foe SALF—Cheap, one Bullock press in first. 
class condition. Can seen 
daily in the CITIZEN office, ea “Bhio 


EY mCERIO motor for sale, 20-horse pou :- 
sees motor, in are class 

Will te id at a JNION PRINTING 

Co., 15 Vandewater 8t., 3 


C OMPLETE printi = Cost $4,000; 
will sell tor fog all cash, or $1,500 on time. 
Power 36-in. m pony, one 12x18 and 
two &x 12 jobbers, + th. p. gas canine, 300 fonts pe 
type ond ell in 

location” cheap rent. EDWARD 
. W IrWwe , 155 Lasalle St., sallé St., Chicago. 


4 issue of PRINTERS’ INK is religiously 
read by he — A newspaper men and 

as well as by advertisers. If 
paper, or to sell a paper, or 

to do is toannounce your 
advertisement in PRINTERS’ INK. is but 
26 cents a line, As a rule, one insertion will do 
he business. Address PRINTERS’ INK, 10 Sprace 


BARGAINS IN 
About 375 ds of copper face lon & primer, 
ui! pounds of copper-face 
in ten cases and packages Came included) for 
sale at | ung. for the lot, or 23c. per Ib. b. lots, 
Type is in splendid condition. Aft ty 
used on our newspaper was ~~ £ for el 
. Covper-faced costs one-fifth more 


Our sole reason for disposing of it 
having installed a typesetting machine, we have 
no more use for it. Do not write unless you 
mean business, 

CHRONICLE. Moorestown, Bur. Co., N. J. 


ONDERFUL NEW PATENT! State rights 

ae", sale. Small household necessity ; sella 
for 50c., costs 6c. to manufacture ; easil made 
at homé without apecial tools, skill or 
—_ already sold in Cincinnati : 

cures 17-year monopol. 
State, aeons comp. ete manufacturing 
adve! matter and ones 
will Pine, #000 LA — yearly ; lutely no 
competition. 

LM M BRYAN, P, 
4i2 MoDowell os ‘Cincinnati, 0. 





banana ee 


, 


ae ae ae ee 


At This 
Office 


10. Spruce St., 
al Ne Ww wor 


Bureau keeps on file the Leading 
Daily and Weekly Papers and Monthly 
Magazines; is authorized to Receive 
and Forward advertisements at the 
same rate demanded by the, Bap ey 
and is at all times ready,"to!*b¢hibit® ’ 
copies and quote prices... ....<:. mays : 


Geo. P. Rowell & Co. Advertising 
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BE Mt. Morris, I INDEX is the neatest 
srinted pay in Ogie Co. It covers an excel- 


Ss’ 








BOOLFER, Boston. Oldest golf publication lent Mield for t u ph 4, Its list is growing. 


[oth America: 


pReOLyrs. Boston. Oldest golf publication 
T in Ameri se ges Wb, 
AE GOLFER, Boston. Oldest golf publication 
T inAmerica, 
HE GOLFER, Boston. Oldest golf publication 
T in America. 
HE GOLFER, Boston. Oldest golf publication 
in America. 
ARDW ARE DEALERS’ MAGAZINE, sam- 
i ple copy 10 cents, New Y New York City. 
0 reach mail-order der buyers at 10c. line, use 
AGENTS’ GUIDE, Wilmington, Del. 





1 800 bts CEL SMG Pines, S > 


DVERTISING agents ents serving their gijente 
A honestly, call up TOILETTES ; estab. 1 


WORDS, 5 times, 25 cents. DAILY i. 
4 PRISE, Brockton, Mass Mass. Circulation 7,200, 


mca the best Southern farmers by planting 
Eye ads in Fe ARM AND TRADE, Nashville, 
Only 10c. a line. 
(CHHONICLE, Owatonna, Minnesota, reaches 
agricultural pec ae of means. Guaranteed 
circulation 1,750 week 


AN person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 
“oo GUIDE, New Market, N. J. 
Circulation 5,000. wap tnple free. Mailed 
postpaid 1 year,25c. Ad rate, Wc. line. Close 24th. 
HOTO-STRAWS. ‘The. best 50c. . photographic 
magazine. ‘s monthly. 
Samply copy on application. 115-17 Nassau St., 
New York. 
TIAN SUN, one of f the leading yotiies of the 
Cherokee Nation. Ads in its columns at- 
tractattention. WKiLKS & ‘CHAPMAN. publish. 
hemp T. 
ta r line for each insertion in entire 
list of 1 sooumiry papers, located mostly in 
New York, New Jersey and Pennsylvania. 
UNION PRINTING CO., 15 V 4 Vandewater »t., N. Y. 


HE FLORIDA FREE P Fas. ublished at 
Bristol, Liberty County, F lori every Fri- 
day. The official and only paper published in 
the county. In the center of a very fertile agri- 
cultural and a ie 


|S WEST, Flori: nd advertise in 
the Key West. ROVERTISER. the only news- 
ay dg ever oe --< > in the most southern point 
ished 11 a zoares H ~ ‘Saal Mes. 
Only 90 sie from Havana, Cu r. 


EOPLE who want to reach Western readers 
with their business should consult the Bill. 
culation of .) TIMES. It has the best general cir- 
_— es any wes weekly L Seneee printed ‘ak 


Missi tes reasonable. M. 
MORRIS" Proprie = 


fa Wrightsville TELEGRAPH is the only all- 
home print newspaper published in the 
eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the hones 
of well-to-do farmers every week. It carries 
eighteen to on TU ‘olumns of advertising. For 
t TELEGRAPH PUB. CO., 





Wrightsville, 
eaaiied. E. P. Boyle, publisher of the 
Houston WEEKLY TIMEs, being duly sworn, 
say that the average number of copies each 


issue printed and circulated since January 1, 1900, 
of the paper, has been 1,408. E. P. ROYLE, Pub- 
+ ye bed and ann -} before . this 

of January, ‘RACY, Notary 
Public 4 and for Harris farris County, Tex. 


ODGE COUNTY, Minnesc — rich dairy and 
agricultural opulation, 14,000; only 

12 townships ; 6 ban’ TE of the farm- 
ers have money. The DODGE oe OUNTY REPUB- 
LICAN B, Keesos, Sine. covers this territory thor- 
.  Seteneaed 1867. All home print. The 

best eq country printery in the *tate, ex- 
bes og evcting its new brick buliding 44x60, 
to its increasing business. The LICAN 
Ay the AN, TU 1,500 circulation, and five 

unty. 








—+r- 
LINOTYPE AND STEREOTYPE METAL, 


MANUFACTURE the best linotype, stereotype 
and electroty postal in the world. Get my 


ices before orderin rat-of-town ogtese 80- 
cited. I, SHONBER ae Hudson 8t., N. 


ADDRESSING MACHINES. 


4 Nee are many so-called addressing ma- 
chines on the market, but remember that 
Wallace & Co.'s is the only one row in successful 
use among the or blishers throughout the 
country, such nters’ Ink, Cosmo os 
oo ne Co,, Butterick Pub. Co, ort, 
Augusta, Me., ‘and man | ae. Send for circu- 
lars. WALLACE & CO., 10 Warren 8t., N.Y. 


ee 
DISTRIBUTING. 
H eo ga | 


ry HOWE ADDRESSING C A 
A 208 So. 4th St., Philadelphia. A 
A Delivery b special’ -——_, = of Calen- A 
4 dars, Pamphlets, Books, Circulars, Cata- A 
logues, etc., with or without receipts. A 
co 


CCCCCCCCCCCCC C C CCCOCCCCCCCCCCCCCO 
—_+o+___—_ 


_BOOKS. 


Oy wy of 20 books on mail order adv’ 4 
etc., free. PURITAN I BOOK CO., Buffalo. 


$1 WILL wane 7 you ‘breeding thoroughbred 
poultry. 300 per cent profit can be ae. 
A book Paling 1 how to start. pe cen ed, care, hou 
feed, 25c. postpaid. POULTRY I'l EM, Fri Fricks, Pa. 


) ye 2 “eape ADyERtIs®: _. Rw 
Geo. P. R 1& C New 
York, send the pe a ecadoomte & book 
entitled ‘Ready-Made Advertisemeuts.” The 
book contains, besides other valuable informa- 
tion, examples and ‘eo of advertising for al- 
most every b 8 and others 
who write their own advertisements this little 
work will be found —. The price is only 
ongée llar,—Caxton Cavea' 
The book will be sent to any ote 

ceipt of one dollar. GEO. P OWELL &CO.. "io 
Spruce 8t., New York. 


NEWSPAPERS FOR SALE. 


M*; list is composed of bargains in every State 
~ the Union. If you don’t find what you 





- want here, make your wants known and you 


will receive prompt and ates treatment. 
The jones are only 


oe ig weekly, lek, less. 
1,050, ie, tne. eal ~s 
op. week 1, 
:., $15,000, d. and w. ‘bob; 


Mich. $5,000, i A, x t-- aa 
Ind., 000, —~< weekly, pop. 
. d. and w., will sell half. 


-, $2,900, Rep. > 
ll., ssc Rep. weekly, discount for cash. 
m. d. and semi- oy 
j, Dem. weekly, time on $ 
ohio 4 Me a Dagens on $375. 
lowa, Ben. week: kly, —_ pee. 5,000. 


eats pes ‘weekly. ny, halt 1 — 
tt "#8 


Ind. eekly, bald nto 
a. and w., ingu 
Hit int in in py: $25,000 plant ‘wil "pe sold to 
right man for $i, 500, and it’s the chance of a life- 
time for the it man. 
Ind. $10,000, oo d. and w., half $5,000. 
00, German Dem.week!y.building goes, 


Texas, $50, Ind. ‘peakty, inquire. 
“rita "coreg 1 or ha 
la., seat, $2,1 at ‘ 

ar $8,000, Ind. Dem. co. sea’ 

‘orrespondence invited and Sotaay ‘comfiden- 
tial. Sellers, ey) ay employing 
a broker. Buyers, of a a Weeler and 
have — Le hep ofa plant Ja expending 

nes.” 


money looki: 
"A. He BN SMITH} Soeadger Broker, 


ville, Til. 
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SPECIAL REPRESENTATIVES. 
A COSTE AND MAX yeu. 
38 Park Row, Now York, telephone 3293 Cort- 
a a rep! resentatives for leading daily 





IMPOSING STONES. 


Bs quality Georgia mart marbie imposing stones, 
inches thick, 50 cents square foo' 

with order. THE GHORGLA MARBLE FINISH. 

ING WORKS, Canton, Ga. 


——~—oe—— 
PHOTO ENGRAVING. 


RE finest engraving pl lant in the world. 
Our half-tone intos ane known everywhere 
as the best. GILL coR Av IN co. 
40 Fifth Ave., New York. 


PRESSWORK. 


IGH-CLASS presswork is our specialty. We 
have the reputation of doing the best half- 
tone printing in the business. (‘onsult us before 
placing order. FERRIS BRUS., 45-51 Rose St., N.Y. 


- 
LE TTER BROKERS. 


| Pg all kinds, received from newspaper 
advertising. wanted and to let. What have 
ou or what kind do you wish to hireof us! THE 
EN OF LETTERS "N, 595 Broadway, N. Y. 


—____ ++ —____ 
ELECTROTYPES. 


E give special attention to making of good 
electrotypes for new ‘rads. Prompt. Out- 
of-town work done care Samy aecity. SBECK 
ELECTROTYPE CO., 24-26 Vandewater St., N. Y. 


PREMIUMS. 


Jee oy goods are $ are trade builders. Thou- 
sands of paggestive premiums suitable for 
ublisheys and from the foremost manu- 
‘acturing and ——— Ly in jewel 
kindred _lines. list_ price ca’ ue 
free. 8. F. MYERS CO” 52 Maiden Lane, N.Y. 


EXCHANGE. 


WE wish to trade stock in a splendid mining 
: =e, industrial so ~~ for =, © 
ce in papers pul n towns and cities 
of 8,000 or more. Papers of Eastern and Middle 
States preferred. Our proposition is one of large 
merit and we court the closest investigation. 
reasons for this method will . — +: to 
— who inquire. Send co) Pain 
of space. W RIGHT, & CO., = 
1477, “Colorado Springs, Colo. 


cerning 
ADVERTISING NOVELTIES. 


Bee letter openers. Send for circular. 
'HLLPS, Ansonia, Ct. 

$500! IN geruine Confederate money for only 

2bc. CHAS. D. BARKER, Atlanta, Ga. 


HE ELITE COLLAR BUTTONER is a trade- 

winning novelty. See cut on page 38. r- 

nished with your adv. stampea onit. Write for 
wholesale prices. 


re the purpose of inviting announcements 
of Advertising Noveities likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 
—_———_+> -—_—_-—_ — 


ADVERTISEMENT CONSTRUCTORS. 
W*xs WOODHOUSE, JR., Trenton, N. J., knows 
hat advertisers want. 


7 WALLPAPER ads. $1. A. OWEN PENNEY, 
919 E. Capitol St., » Washington, D 


AIl. orders, without a advertisin 
Manufacturers, write. GhO. 
Adams 8t., Chicago, i. 


Tiree BERJAM literature about my business 
yes a JAMIN SHERBOW, Advertiser, 2152 
30th St., elphia. 


— by ak bp ot — - ‘ADRIAS Chverteing. 
IAN EVANS, 1 
Weet sth ‘om New -, ‘City 


6 6] Fits it’s advertising, see HO HOLBROOK. ” Writer 
adviser. 97-99 Nassau St., New York. 


rad 
e CRAW, 24 


OPY for short circular, cash order, 
/ JED SCAR BORO, bo7a H 57a, sey St. Bros 


will pay ou to pay me pay me to write 
TI" They will be trade ——., we corr 
BLISS, 1443 Chapin 8t., Washingwon, D 


ETAILERS in every line desiring to 
ew. = the right wing rears 
vertines address KDWIN 8. KARNS, 671 E. 434 
St., Chicago, 


50, 000 88-PP. and cover, 5 so, good 
‘acerD ae ‘ylustrated Printed, 
gee LP Blag. N 2 w- Y for Medical Advert 


66 Jack THE THE } INGLER'S ” best of fads 
business ads, 
Ort Pp ih ae a 


‘ams or eve 
His New Yor! ork address is 10 Spruce, 
$¢ QJ OTHING su succeeds like success.” I write 
ecessful Lp ty ay ey 3 
= ae ag m, (ADWRITER HOFFMAN'S Lock 
si ‘ AN, 
Box for Ph Pini 


wa a new business ! Whether it will 
on oses) liner ora —_ a 


e adve sing. start y 
SNYDER & JOHN iN, Advertising W vane and 
Agents, Woman’s Temple, Chicago. 


a>. D CosetE porns will find our book of 
eady-made advertisements of 't assist 

ance in the preparation of advertisements. The 
contains over five hund: 


be ‘opmes world gives its admiration, not to the 

man who does what nobody else attemy 
to do, but to the man who does best what m 
tudes do well.” We wri 


St. James — , New York 
Phone 1748 Madison Sq. way & 26th At, 


A RITERS and designers should use * 
column to increase — business. 
price is ce A 2 cents a line, be’ ing the "cheeailh 
of any medium published, considering circula- 
tion and ae A number of 

adw 
through persistent use 
began small and kept at it. You may do like 
wise. Address orders, FRINTERS’ INK, 10 Spruce 
St., New York. 


Ts b onaneary to boast here of one’s * 
raising capabs pabulty, but I find that to win 
new clients SAMPLES of what I have made forold 
ones are my best open. I write UP the sub- 
oly et ~~ , Book " me 
ists, Folders, eae x ling ‘Cards and 
Newspaper Ma zine and Trade Journal fav 
etc., ete. adly mail sampies of my work 


"402 Sansom St., Philadelphia. I usually 
make nnusual things. . 


O DEVELOP BUSINESS _ 


NOT ADVERTISED— 
10 IMPROVE BUSINESS 
UNDER-ADVERTISED— 
TO CORRECT BUSIN 


ESS 
ee ee ADVERTISED— 
TO xT BUSIN 
SYSTEMATICALLY ADVERTISED— 
Pa work. 


originate, write, design, illustrate and 

every eature of novel and effective adve 
I plan advertisi 

bo 9 a ai oy est riati 
expen e largest approp: ion. 

Practical experience, not theo 
study, not Pe a made my work | success 
= helped my clients obtain profitable re- 


Send me your Booklets, Fcllow-up Methods, 
Advertisements, any of your Business Messen- 
mye Ry can suggest some money-mak- 

improvements, or possibly I can advise novel 
ane oO business producers. 


SAMUEL JAROS, Writer and Publisher, 
15C Nassau 8t., New York. 





Rte 40. |. See 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
Issued every Wednesday. Ten cents a 
Subscription price, five dollars a year, 


ar 
copy. 
duliars a hundred. No 4 


in advance. 
“gr Belug printed f lates, it is al 
og pi rom plates, it is S- 
sible to issue a new edition of five hundred fond 
i umber at the same rate. 
izrru ring to subscribe for PRINT- 
ERs’ InK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name, Every — is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES ° 
lassified advertisements 25 cents a line: six 
words to the line; 1 measure; display 5 cents 
@ line; 15 linesto the inch. $100a paxe. Special 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill, E.C. 


NEW YORK, OCT. 30, 1got.’ 


THE civilization that lynches alleged 
criminals instead of trying them in the 
courts may criticise the President for 
choosing his dinner company on ac- 
count of intellect and culture instead 
of birth or the color or texture of his 
skin. To a Chinaman at home an ed- 
ucated European is a “foreign devil.” 
To the poor white trash in the South 
a talented negro is worse than an infi- 
del. These people evolve their senti- 
ments from a defective education, and 
Mr. Roosevelt’s act was proper, timely 
and beneficial: 














Mr. G. V. QUILLIARD, JR., presi- 
dent of the Ripans Chemical Compa- 
ny, and Miss Alice Howard King, of 

ew York, were united in marriage 
to-day noon in Christ Church, New 
York City. 


THE greatest error made in ad- 
vertising is that of attempting to 


cover a large territory with a 
small appropriation. In nine cases 
out of ten, an appropriation sys- 
tematically expended in a limited 
territory will bring better results 
than would the same appropria- 
tion if scattered over the entire 
country. 


THE combined circulation of 
the British newspapers is estimat- 
ed at but 8,500,000 daily. New 
York City alone issues about one- 
quarter of that number. Chicago 
probably prints a million and a 
quarter papers daily and St. Louis 
and New Orleans enough to swell 
the total to half of the entire 
English circulation—and this in 
four American cities.—Advisor. 
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THE first Sunday issue of the 
Baltimore American appeared jn 
March, 1879. It was the pioneer 
in the field—the first Sunday pa- 
per in Maryland. 


To intelligently promote and in- 
troduce new products in foreign 
markets and gain a foothold at 
the least expense requires tact and 
definite knowledge. 


SomE of the leading theaters of 
New York are doing away with 
billboards on ‘the ground of ex- 
pense. It is claimed that an aver- 
age of 1,500 tickets per week are 
thus given away by some theaters, 

the 


BECAUSE all New York 
newspapers oppose Tammany, the 
organization has been compelled 
to “go to the wall” with its adver- 
tising. Consequently, Shepard has 
been “on the fence” all through 
the campaign. 


Here is a correspondent’s view 
of a certain burning question: “If 
a publisher, feverishly bent upon 
furnishing a truthful statement of 
his circulation to the American 
Newspaper Directory, is willing 
to sign it with a rubber stamp, 
why, in the name of all that is 
consistent, should he not be will- 
ing to affix his signature? Would 
a half-dozen signatures be a great 
hardship for him?” 

ADVERTISING. is not business 
news alone, but it is practically 
the only business news. The ad- 
vertising pages of the magazines 
and newspapers keep pace with 
the latest spirit in modern busi- 
ness, just as the magazine itself 
keeps pace with modern thought 
and progress. The reader who 
ignores the advertisements loses 
part of the value of the periodical, 
and that most readers know this 
is shown by the extent to which 
ads are read these days. 


WE have had numerous reasons 
for differing with Mr. Rowell on 
various things, but, when all is 
said, he must be given credit for 
having originated and published 
year by year the most satisfactory 
newspaper directory in the coun- 
try.—Advertising Success, New 
York, September, 1901. 
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'. Tr is asserted that several of the 
oldest New York dailies are get- 
ting behind the Times in the mat- 
ter of circulation. 


In and about Greater New 
York no figure is more conspicu- 
ous just now on painted advertis- 
ing and sign-boards than that of 

. R. V. Pierce, of Buffalo. It 
is ted than thirty- five years since 
the doctor commenced his adver- 
tising. No one is more generally 
known in the advertising frater- 
nity than he. In all these years 
no one even suspected Dr. Pierce 
of a mean action. His straight- 
forward, honorable career 
well-deserved reputation for hon- 
esty and integrity of purpose are 
as well-known as they are com- 
mendable and valuable. 


THE whole success of some ad- 
vertising turns upon the prompt- 
ness with which inquiries are an- 
swered. When a_ correspondent 
has taken time to write to an ad- 
vertiser he has conferred a favor 
upon him. Neglect to send off a 
courteous reply by the same day’s 
mail is a breach of confidence. 
Neglect of this kind rankles ever 
after, and makes the possible cus- 
tomer an enemy of the house that 
has slighted him. Carelessness 
with correspondence is flagrantly 
bad business. Yet it is a common 
thing, and any business man can 
call to mind firms who can only 
be aroused to a reply by a third 
or fourth inquiry. 


Judge is contemplating the pub- 
lication of a statement of its cir- 
culation so that advertisers may 
know what they are receiving. 
This is a good idea—not new or 
novel, but excellent. Judge has a 
record of one place where four- 
teen hundred different people read 
a single copy every week, and its 
optimistic business manager thinks 
it is more than likely that each 
copy of the paper is perused by 
from ten to a hundred different 
persons. In barber shops and 
other places it is read and reread 
until worn out. This fact conveys 
a very high idea of the American 
public, for the reading of Judge 
often has a tendency to make a 
reader very tired. 


and . 
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THE New York World offers a 
“gift of ten thousand dollars to 
any advertiser who can show that 
the morning and Sunday World’s 
regular average bona fide net paid 
circulation in the city of New 
York is not more than 250,000 a 
week, or over a million copies a 
month more than that of any oth- 
er newspaper whatsoever.” Print- 
ERS’ INK will give a reward of a 
dollar and a half to anybody who 
will prove that the New York 
World issues any specified number 
of copies—no matter how many or 
how few. 


IN a controversy about circula- 
tion in Chicago, the Record-Her- 
ald claims a sale more than twice 
as large «as that enjoyed by the 
Tribune, and the last named pa- 
per says this is not so, not by any 
means! The Record-Herald will 
tell how many copies it prints. 
The Tribune will not tell how 
many copies it prints. In pursu- 
ing this course PRINTERS’ INK 
thinks the Tribune management 
show a sound judgment. The 
Tribune gets more advertising 
than the Record-Herald and at a 
higher price. The comparative 
circulation being about (pretty 
near) as stated by the Record- 
Herald, what has the Tribune to 
gain by showing its hand? It 
might easily lose a good deal. 


Near- 


A CORRESPONDENT writes: 
ly a century ago, England was in * 
her life and death grapple with 


Napoleon, and_ recruits being 
wanted for that crack corps, the 
Twenty-third Light Dragoons, un- 
der orders for service with Wel- 
lington in Spain, the regimental 
recruiting officer advertised for 
men in terms whereof the follow- 
ing is a choice extract: 

You will be mounted on the finest 
horses in the world, with superb cloth- 
ing and the richest accoutrements; your 
pay and privileges are equal to two 
guineas a week; you are everywhere re- 
spected; your society is courted; you 
are admired by the fair, which, togeth- 
er with the chance of getting swished 
to a buxom widow, or brushing with a 
rich heiress, renders the situation truly 
enviable and desirable. Young men out 
of employment, or otherwise uncomfort- 
able—“There is a tide in the affairs of 
men, which, 
on to fortune”—nick it, 
apply. 


taken at the flood, leads 
and instantly 
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AN advertiser ought to consider 
each advertisement as a chapter 
of an unending serial story. 


Tue Inland Printer, published 
at Chicago, claims to be “the lead- 
ing trade journal of the world in 
the printing and allied industries.” 
Whether this is true or not, it is 
beyond doubt the handsomest of 
them all, is edited with rare wis- 
dom and published by some one 
who understands his business. 


THE argument is frequently ad- 
vanced that advertising comes out 
of the cost of making goods, and 
that the buyer of advertised mer- 
chandise of any kind must stand 
the difference in loss of value. 
When this argument ise advanced 
to your own discredit, there is no 
more effective way of laying it 
than to ask the one who advances 
it to name non-advertising mer- 
chants who do not keep the differ- 
ence for themselves. Advertised 
articles must lead in quality to be 
successful, and they set the stand- 
ard for those which are not ad- 
vertised. If articles that are not 
exploited yield a bigger profit it is 
morally certain to drop into the 
pocket of the maker and the re- 
tailer, and the sooner the average 
. buyer knows it, the more readily 

will he fall in behind the band- 
wagon. 


One of the striking features of 
present day advertising is the ten- 
dency to develop small spaces and 
make them profitable. Not so very 
long ago it was thought that large 
spaces alone would impress the 
public—that pages, double pages 
and large magazine inserts carried 
the most weight. But the small 
space has been discovered and de- 
veloped, and now it often is the 
*three-inch single column ad that 
stands out most boldly in a news- 
paper. It has been proved that a 
three-inch space can be filled so 
effectively as to appear to be part 
of the campaign of an advertiser 
who fills page spaces habitually. 
The users of large space have 
trained the public past the point 
where ads startle by mere size, 
and it is not the size of the space 
that counts nowadays, but what is 
put into it. 
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A MONTHLY magazine called 
The Cosmopolite, published in its 
second month at 4 West Twenty- 
second street, New York City, is 
likely to get into a legal contro- 
versy with John BrisLen Walker, 
publisher of The Cosmopolitan, 
The latter is said to regard the 
name first above mentioned as an 
infringement on the copyright of 
The Cosmopolitan. 


THe New York Press prints a 
statement that it has “the largest 
Republican circulation by many 
thousands of copies a day.” 
Whether this “largest Republican 
circulation” is in the city or coun- 
try or in our newly acquired pos- 
sessions, the Press furnishes no 
clue. The American Newspaper 
Directory accords the Press a “B” 
circulation rating, which is ex- 
plained to mean that its issue is 
believed to exceed 40,000 copies. 
The Directory explains that 





Letter ratings are given Only to papers that | 
will not or do not furnish ‘ormation upon | 
which an exact and definite rating may be | 





The Directory also carries a stand- 
ing offer of a reward, as follows: 


Acopy of the next issue of the American 
Newspaper Directory will be presented to the 
first person who shall prove that amy paper 
in this edition credited with a circulation rat- 
ing by letter is actually entitled toa higher let- 
ter rating than it receives. 


Not so very many years ago the 
Kansas City Times was the domi- 
nant daily west of St. Louis. It 
was the first of the Kansas City 
dailies to become of prime import- 


ance as a newspaper. The an- 
nouncement is now made that the 
Times has been purchased by the 
Star and will be continued as a 
morning adjunct. The Star’s cir- 
culation for the year ending with 
June last, as reported in and guar- 
anteed by the American Newspa- 
per Directory, averaged more than 
90,000 copies daily and more than 
150,000 weekly. February 15, 1899, 
the Star was awarded by Print- 
Ers’ INK its Silver Sugar Bowl, 
denoting that it had been found, 
after four months of careful in- 
vestigation, to be the one paper 
“published west of Chicago which 
gives an advertiser the best ser- 
vice in proportion to the price 
charged.” 
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Many an advertiser has failed THe Quincy (Ill.) Reliable 
through blindly following the ad- on Journal makes the follow- 
vice of others. An advertiser ing offer of guarantee to its sub- 
should follow no advice but that scribers: 
which his own reasoning says is _ If any advertiser using display space 
ood in these columns’is proved to be a 
good. siaiuatiiatiiatiaine ewindler, the Reliable Every yousee 

® : ubdlishin mpan make to 

THE paragraph is the unit of jhe euboortber the aout lost. We do 


the ad nowadays, and in a sur- not guarantee that men in good stand- 
prising number of instances a sin- ing a pW wessnd fe nergy Be fo 
gle paragraph suffices for the cogs but we do agree that in case a 
whole advertising story. An ad- downright swindler succeeds in placin 
vertisement of twenty-five years s diply,adverusenent to, ths Journey 
ago 1S pedantically humorous be- inswindling a subscriber, we will reim- 
side the half-dozen nervous, vital burse that subscriber and publish the 
sentences that do duty on a maga- ‘ascality of the swindler. 

sa eta Ney A THE, whole duty of catchtne 
< is to be a catch-line—to catch a 

sla to write alarmed address reader eye hy echoing one of his 
, houghts. o fit a_ reader’s 

ords could have . . 
et polo f tor ee et n aa thoughts with an echo is a process 
othi rondlmegglt nd rl Son much simpler than it sounds. Do 
“a pf by ie the e te you intend to build this spring?’ 
There is bac Ane Aone MR for 18 2, catch-line that fits a mood, 
an advertiser to explain how he and it can be depended upon to in- 
got into business, nor to give his terest the man who is thinking of 
commercial history, nor to apolo- po pene das mae 
: Las . The ; 

fret that he is in business isa zimes next January, it will find 
sufficient explanation of itself, and a reader who bui rt — 
the public wants to hear what he the ae c~*;> a Wied o 
. a reading for the ad.. When a 
a al pa Rag goods. It man is thinking or planning along 
ee BR a certain line he will read every- 


THE interest felt by the great thing that comes his way concern- 
manufacturing and exporting img it. There are always enough 
countries of the world in the people thinking of most advertised 
growth of exports from the Unit- things to make publicity pay when 
ed States and their invasion of it reaches them. As for other 
new fields is illustrated by a re- readers, they do not enter into the 
cent official report of the British advertiser’s plans at all. He migat 
commercial agent at Chicago, in pique them with a vague, mysteri- 
which he discusses the export Ous catch-line, but their attention 
trade of the United States for the is not worth while. He does not 
last fiscal year. A copy of this re- want them to read his ad until 
port has just reached the Treasury they are ready to build in turn. 
Bureau of Statistics. “The trade Retail ads especially should follow 
returns,” says Mr. Seymour this idea in catch-lines. Season- 
Bell, the author of the report, able goods will always find sea- 
“show evidence of ‘a considerable sonable thoughts among readers— 
increase in exports to Mexico, light underwear in spring, fall 
Central and South America, and overcoats in October, and so on. 
the West Indies. There are many At their proper time these season- 
indications that an attempt is able moods surge through the pop- 
about to be made by the United ulation in great waves, and the 
States to capture the trade of advertiser ought to take advantage 
South America. Shipping facili- of them. The business of the 
ties are being improved, though catch-line is to convince the reader 
slowly, and every effort is being at sight that the ad concerns him, 
made to draw more close the com- and if the ad itself is what the 
mercial relations of the two catch-line promises, it will do its 


American continents.” work well. 





Don’t depend upon memory 
when you describe goods. Set a 
sample on your desk before you 
begin to write. Take it up for in- 
spiration. Try to draw a picture 
of it in short, forceful words. Be- 
come enthusiastic over it. Hunt 
out its novel points, its excellent 
points, its marvelous points, and 
try to convey them adequately. 
The result ought toebe as convinc- 
ing a description of the goods as 
you are capable of writing. 

MucuH good printing® ink has 
been used in the effort to prove 
that an “expert” must necessarily 
know more about writing ads than 
the advertiser himself. ‘Ihe prin- 
ciple has become a sort of stock 
truism, filling the corners of ad- 
vertising journals and _ passing 
current unquestioned. Yet the 
“expert” is a mere weaver of 
words, aside from his knowledge 
of mediums, rates and follow-up 
science. In the main he will write 
better ads than the average mer- 
chant, but there is a certain type 
of vigorous mind that has a style 
of expressing itself upon paper 


far surpassing literary trickery or 


polish. Thackeray, Chesterfield 
and Addison could combine twen- 
ty words into a veritable jewel of 
a sentence, but Bunyan, Dickens 
and General Grant, lacking this 
word-juggling gift, got the gist 
of their stories upon the page as 
«directly as they could. There are 
judges who hold that Grant’s 
“Memoirs,” “David Copperfield” 
and “Pilgrim’s Progress” will 
outlast the “Spectator,” “Vanity 
Fair” and Chesterfield’s “Letters” 
by several centuries. It is a small 
town indeed that does not contain 
an advertising Bunyan, usually a 
man who puts force into every- 
thing that he does, whether it be 
shop-keeping, ball-playing or love- 
making. When such a man takes 
to writing ads he transcends the 
truism about the “expert” and 
fairly drives his meaning on pa- 
per. If his ads are written upon 
barrel heads, with the marking 
pot, people will read them, and 
the ordinary “expert” will find it 
as difficult to imitate his style as 
to wear his clothes or counterfeit 
his voice. 
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THE Chicago Tribune offers to 
bet that its Saturday issue is at 
least as large as that of the Re- 
cord-Herald, but does not appear 
to take exception to the claim of 
the Record-Herald for the other 
six days of the week to issue and 
sell more than twice as many cop- 
ies as the Tribune sells. 


It is the opinion of several ad- 
vertisers who mail large quantities 
of literature that the one-cent in- 
closure, when properly reasoned 
out, is not only as effective as the 
sealed circular, but considerably 
more so. In cases where the 
“elite” is to be canvassed it is 
best to have matter gotten up in 
expensive style. “ simple elaborate- 
ness” being the key-note. But 
with the vast flesh-and-blood pub- 
lic the same end is better served 
by using unsealed circulars and 
making them more unique and at- 
tractive than the average circular 
that litters the mails. Advertisers 
have a universal, short-sighted 
habit of giving one-cent matter a 
distinctively one-cent dress. Few 
get out of the rut of cheap manila 
envelopes, and as a rule a really 
tasteful circular is hid in an en- 
velope so cheap and flimsy as to 
be repulsive, saying nothing of its 
dauby printing in muddy colors 
from the worn plates used on long 
runs. It is not clear why more 
mail advertisers do not see beyond 
this tawdriness, and dress their 
literature in better fashion. Di- 
rect and remunerative results can 
be obtained with penny postage 
when original thought is used in 
designing the matter. It is best, 
as a rule, to abandon envelopes al- 
together, depending upon some 
neat way of folding circulars to 
get a unique effect. The addition- 
al cost of envelopes, if put into 
better paper, thin card-board of 
an odd color, silk ties or other 
fastenings, will result in the mak- 
ing of a circular that is good 
enough to carry itself. The only 
philosophy upon which the two- 
cent circular can stand is that of 
deception. It may possibly deceive 
the recipient and be opened. But 
deception is becoming so small a 
factor in successful advertising 
that few count upon it for results. 





d 
d 
r 
$ 
1 
1 
! 
1 


PRINTERS’ INK. 29 


THE average reader of news- 
pa rs likes vivid figures about 
‘biggest things.” As near as the 
case can be traced back, our Brit- 
ish cousins bred this liking in him, 
and we adopted it because it was a 
good way of expressing ideas. Ev- 
ery one knows the style of the 
British brand. The Briton begins 
such an article by stating that 
London has more cab horses than 
any other city on earth; then he 
gives the gross number—4,531, 
say—and goes on to tell how long 
a procession they would make in 
twos, how near they would come 
to reaching the moon if stood on 
one another’s backs, and so forth. 
Not a bad kind of article at all. 
Not harmful—simply useless in- 
formation. The average reader 
(though he knows it not, proba- 
bly) likes it because it presents 
ideas in the concrete—where he 
can grasp them easily. He might 
not understand Emerson’s essay 
on the “Oversoul.” It is plain 
enough in its ideas, but those 
ideas are presented in the abstract, 
and he is used to having them 
brought nearer to him. So this 
British kind of article comes home 
to him. It never takes him away 
in the pursuit of an idea. He nev- 
er leaves his rocking chair in read- 
ing about those cab horses, and he 
knows what a mile is and how 
long a horse is, and is willing to 
take the distance to the moon for 
granted if he doesn’t know it. And 
he usually remembers one figure 
in the article. If you plump him 
down in company, and every one 
falls silent, and is ashamed to be 
himself, or herself, perhaps the 
average reader will come to the 
rescue with this cab horse story, 
and create considerable of a repu- 
tation for himself. Therefore, it 
is a good kind of “prop” to use in 
an ad. Not too often, nor placing 
too much dependence upon it—but 
just as a means of playing up a 
point vividly. Ingersoll, the dol- 
lar watch man, with his order for 
two million watches from those 
very same British cousins of ours, 
hit the method of using it exactly 
when he came home the other day. 
He told the reporters how much 
those two million watches would 
weigh (600 tons), how far they 


would reach (80 miles), and their 
cubic square (36,000 feet). Then 
he stopped, for he had made his 
point, and the reporters went 
away thankfully for they had 
found an old friend in writing 
tricks. To-day, probably, some 
farmer out in Kansas is leaning 
over his fence, telling his neighbor 
about Ingersoll’s watches. He 
won’t remember Ingersoll, nor 
where the watches were to go, nor 
how many of them were ordered. 
But, “anyway, if they wuz put 
side by side, the paper said, they’d 
stretch six hundred miles—and 
that’s a lot o’ watches.” The fig- 
ure will live beyond anything else 
in that kind of an article, and it 
will do the same in an ad. But it 
must not be used too often. 


THE New York Journal sends 
to want advertisers in other pub- 
lications four stamps or “franks,” 
each of which, attached to a want 
ad, insures the latter’s free inser- 
tion for three consecutive days. 


_ Many good qualities go to the 
insuring of a genuine success; a 
strong, hopeful heart, industry, 
patience, perseverance, a largeness 
of aim and view, tenacity of pur- 
pose, power to control the tongue, 
swift precision of mental sight, a 
clear view into the future, reti- 
cence concerning plans, the sub- 
mission of the body to the will, 
and, as a prime factor, that pecu- 
liar virtue which, for want of a 
specific name, may be called “bal- 
last.” Ballast is really many vir- 
tues, in nice proportion. It is to 
know ourselves, our position, and 
the power we possess for any task 
to be done. It is the making for 
a desired point, with the steadi- 
ness of a locomotive, and as di- 
rectly as the crow flies. If we ac- 
cuse a person of wanting “bal- 
last,” we think of him blown about 
by every wind of circumstances, 
and of wavering among a variety 
of ends. This is the great com- 
mercial sin. No one in the busi- 
ness world is held more cheaply 
than the man without ballast. He 
is like a ship, leaving port with 
colors flying, and not a pound of 
ballast in her hold—Amelia E. 
Barr, in Success for November. 
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ABOUT A TRADEMARK. 


The following communication 
was received by a New York ad- 
vertiser : 

Office of 
M. R. Zarcet & Co., 
Manufacturing Chemists, 
SHEBoyGAN, Wis., Sept. 4, 1901. 
Ripans Chemical Co., New York City: 

GENTLEMEN—We notice you use in 
your newspaper advertisement the cut 
of a life preserver. You are no doubt 
not aware of the fact that we have a 
duly registered trademark whereby we 
have the exclusive right to the use of a 
pictorial representation of a life pre- 
server in connection with any medicinal, 
pharmaceutical or chemical compound. 

While our policy in the past has been, 
that, where we are convinced that party 
using the same was innocent of any 
— intent we would make no claim 
for damages before notifying parties, 
yet we, after serving notice, shall take 
such steps as may be necessary to pro- 
tect our right to the fullest extent in the 
United States Circuit Court. 

So far the following parties upon hav- 
ing been notified by us have discon- 
tinued use of same in newspaper ads, 
booklets, containers, etc.: reg A Ef 
fervescent Salt Co., New York; McLean 

edical Co., St. Louis; Thompson Ad- 
vertising Agency, Chicago; ichigan 
Drug Co., Detroit; Zell —_ | Co., Cleve- 
land; Tuberculosis Co., alamazoo. 

Before taking —, ee, we 
await your prompt reply. Truly yours, 

4 . PM. R. ZaEGEL & Co. 


The Little Schoolmaster, believ- 
ing the matter of general interest, 
reproduces here the illustration in 





A Health Preserver 
|RIPANS ‘TABULES | 


the advertisement complained of. 
The asserted trademark is also 

















here reproduced. Any observer 
may see that the Ripans ad is not 
intended to convey the impression 
that a “Life Preserver” is their 
trademark. 

It would seem plain that the two 
“Life Preservers” differ in design 
as well as application. 

The Ripans people say they have 
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thousands of advertisements de. 
signed by various writers and art. 
ists and thus it occurred that the 
one in dispute happened to be 


created. It is not a particularly 
good advertisement anyway. 
They think it not particularly 
calculated to do them good or to 
harm anybody else; but they think 
the claim set up from Sheboygan 
not sufficiently strong to warrant 
them in paying attention to it. 


THE BEST TRADE OR CLASS 
PAPER. 


As the Little Schoolmaster has 
repented his premature decision 
of excluding the Jron Age from 
the list of papers still in consider- 
ation for the Sugar Bowl award, 
another careful comparison of the 
relative merits of the remaining 
papers was made. All of them 
seem to be excellent papers in 
their respective fields. Of course, 
the sugar bowl can only be award- 
ed to one of them—the one which 
is thought to be the best of all. 
Machinery, New York, it would 
appear, does not favorably com- 
pare with at least one and possibly 
two of the remaining publications. 
Consequently, Machinery is drop- 
ped from the list. The now re- 
maining papers which have fur- 
ther chances in the decision for 
the sugar bowl are: Inland Print- 
er, Chicago; Power, New York, 
and Iron Age, New York, and 
these will have attention in sub- 
sequent issues of Printers’ INK. 


Onty ordinary intelligence, patience 
and application are required to perform 
many things which are apparently diffi- 
cult.—The Advisor. 
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KNOWN SIMPLY BY HIS AD- 
VERTISEMENTS. 


“Tt is simply incredible that the anti- 
Tammany convention will nominate for 
Mayor a man who is known to the peo- 
ple of New York simply by his adver- 
tisements.” ‘ 

The foregoing statement recent- 
ly graced the editorial page of a 
city daily under the caption of 
“Knox, the Hatter.” It referred 
to the then pending nominations 
for a mayor of New York City. 
The New York Evening Journal 
took occasion to defend a man 
who is known to the people sim- 
ply by his advertisements, saying: 

It seems rather foolish to express 
contempt for a man because he happens 
to be a widely known and successful 
advertiser. 

In these days the fact that a man ad- 
vertises means that he is at least ener- 
getic. : 

If he continues to advertise that 
means that he is successful, for only 
the successful man can keep on adver- 
tising. 

There are various good reasons for 
respecting the man who is known to a 
community by his advertisements. 

In every case the persistent adver- 
tiser is adding his energies to the ma- 
terial wealth of the country. 

He is trying to supply to people the 
things which they need more_ cheaply 
than others can supply them. He is one 
of the important active factors whose 
energies are devoted to the building up 
of the most prosperous and successful 
nation in the world. / 

The man who advertises on a bi~ 
scale is invariably an employer of la- 
bor on a big scale. . 

He is very often, if not always, a ben- 
efactor of his fellow citizens. 

There are many families enjoying 
life’s comforts solely because of the 
keen competition, the striving for low 
prices which are essential to the suc- 
cessful advertiser. 

There are many hundreds of thou- 
sands who are able to correct personal 
ills, minister to their own health and 
save doctors’ bills because of wise, gen- 
uinely scientific advertising. 

We refer not only to advertisements 
of medicinal preparations which are of- 
ten of the highest value, recognized by 
all physicians and used millions of times 
a year in lieu of calling in a physician. 

Every man who advertises a good 
soap is a public benefactor. The adver- 
tiser who reminds his readers over and 
ever that a clear skin with open pores 
is an important element of health is be- 


* yond any question a public educator. 


He teaches the people the truth, which 
is far more important to them than 
much solemn preaching by editors and 
others. And if he succeeds, as he does, 
in increasing widely the use-of good 
soap, he is not a man to be despised 
as a man merely known for his adver- 
tisements. He is to be respected as an 
agent of civilization. 

Advertising is nothing more nor less 
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than the reflection, the evidence, of 
American business energy. 
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It is not necessary to recall the fact 
that Thomas Jefferson and George 
Washington both understood the value 
of advertising, nor need it be recalled 
that Benjamin Franklin, usually looked 
upon as a representative American, was 
a natural born advertiser. 

REI AREDT 


THE ADVERTISING JOUR- 
NALS.~ *° 


The American Newspaper Di- 
rectory has won by its fairness in 
rating circulation, a _ position 
among advertisers as the most ac- 
curate authority to be consulted 
in reference to this desired infor- 
mation. By its fearless policy it 
may have made many sore heads, 
but all these croakers are better 
testimonials as to the value of its 
contents than any flattering let- 
ters of congratulation would be. 
No one can charge the publisher 
of the American Newspaper Di- 
rectory with unfairness if they 
take the trouble to look up the 
rating its publisher gives his pet 
organ, Printers’ INK. The cir- 
culation of Printers’ INK during 
1895 is given as 21,913 copies; 
1896, 21,581; 1897, 16,721; 1808, 
23,170; 1899, 23,008; 1900, 14,770, 
and for the year ending with April 
I, 1901, 13,546. If Geo. P. Rowell 
were inclined to be unfair he 
would certainly show favoritism 
to his own offspring, which he has 
claimed with such paternal pride 
to be the sire of so many well-be- 
haved babies. Instead of that he 
honestly avows that the circula- 
tion last year dropped from 23,008 
to 13,546, a loss of nearly 10,000. 

It is not amiss at this time to 
consider, according to this indis- 
putable authority, the circulation 
of the leading advertising trade 
papers as accorded by the Ameri- 
can Newspaper Directory. This 
Directory credits Ad Sense, Y H. 
(No circulation rating recently 
furnished us. Estimated 2,250 
and exceeding.) Advertising Ex- 
perience, Y I. (No circulation 
rating recently supplied. Estimat- 
ed to exceed 1,000.) Agricultural 
Advertising, Chicago, Y G. (The 
same fault; no figures given, and 
believed to exceed 4,000.) Tips on 
Advertising, Chicago, Ill., J K L. 
(Not exceeding 1,000.) Profitable 
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Advertising, Boston, Mass., Y G. 
(No circulation figures. Estimat- 
ed to exceed 4,000.) Brains, J K 
L; National Advertiser, Y H; 
Fame, H. (Exceeding 2,250.) 
Schemer, Alliance, O., 2,083. (De- 
tailed statement furnished by pub- 
lisher.) Advertising World, Co- 
lumbus, O., 20,145. (Sworn de- 
tailed statement furnished by pub- 
lisher.) Advertising Success, New 
York, N. Y., I. (Exceeding 1,000. ) 
Advisor, New York, N.Y., I. (Ex- 
ceeding 1,000.) Current Advertis- 
ing, New York, Y G. Mail Order 
Journal, 1900, 7,491, sworn circu- 
lation as per affidavit furnished 
the publisher of the American 
Newspaper Directory. Since then 
the circulation has increased and 
is now guaranteed to be 10,000 
each issue. : 

According to this authority, 
then, publishers should rate the 
advertising trade publications as 
follows in point of circulation: 
Adv’g World, Columbus O 20,145 
Printers’ Ink, New York 13,546 
Mail Order Journal, Chicago. ...10,000 
Agricultural Adv’g, Chicago.... 4,000 
Profitable Advertising, Boston... 4,000 
Current Advertising, New York.. 4,000 
Ad Sense, Chicago 2,250 
Nat. Advertiser, New York 2,250 
Fame, New York 2,250 
Schemer, Alliance, 2,083 
Adv’g Experience, Chicago 1,000 
Tips on Advertising, Chicago.... 1,000 
Brains, New York 
Adv’g Success, New York 
Advisor, New York 

—Mail Order Journal, Sept. 20. 


PERMANENT BENEFIT. 

Don’t expect immediate or over- 
whelming results from a single adver- 
tisement. It is better to plan a whole 
campaign with a view to having each 
advertisement consecutive in order to 
get the returns most desired. An ad- 
vertisement that pulls at once after it 
kas been prepared and printed is, of 
course, a desirable thing to have, but 
the best advertising is that which 
doesn’t exhaust itself with a single day 
or a single week, but which has in it 
qualities which cause people to buy 
when they need the goodseand to re- 
member the store where they secure 
bargains no matter when they want 
more goods or how far they may be 
from that place when it is time to buy 
these goods.—Advertising World. ~ 


ee 
LETTER WRITING. 


A good correspondent should be able 
to write practically _ number of let- 
ters, each containing the same informa- 
tion, but each containing a personal 
note that will impress the recipient with 
the fact that it was written in reply to 
his own inquiry.—The Ironmonger. 
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INK, 
THE MAN WHO KICKS. 


Newspaperdom, a journal for 
newspaper publishers, entered, 
about three months ago, into an 
investigation of the merits and de- 
merits of the American Newspa- 
per Directory as considered from 
a newspaper publisher’s  stand- 
point. The newspaper publisher 
who had a grievance was invited 
to report his case to Newspaper- 
dom and it would be investigated, 
The editor of Newspaperdom ear- 
nestly sought to make the ac- 
quaintance of newspaper men who 
had a grievance, if any such there 
were. After pursuing the inquiry 
for some weeks, one single com- 
munication, and one only, on the 
subject was received. It is print- 
ed below: 

Waupaca, Wis., Aug. 26, 1901. 

To the Editor of Newspaperdom: 

In a recent issue you ask for experi- 
ences with newspaver directories, so 
here goes: During the twelve years | 
have been running the Post, I have 
never been incorrectly quoted. During 
the past four years I have furnished an 
itemized statement of papers printed 
during the year prior to request for 
same, and I have been careful to sign 
it in ink. I have also given affidavit if 
asked for, but the directory realizes that 
a_man who will lie over his signature 
will make a false affidavit. 

I find the itemized statement is more 
Satisfactory than one giving the weekly 
average. 

_I have occasionally advertised in the 
directory, but have never had my state- 
ment questioned because I did not do 
so, nor have been coerced into ad- 
vertising by any threat of being incor- 
rectly quoted. 

The newspaper man who is doing 
business on businesslike ideas, and _ is 
giving advertisers the circulation which 
he claims he is giving them, need not 
fear being misquoted by the newspaper 
directory, if he makes an honest state- 
ment; and it is my experience that the 
newspaper man who kicks is the one 
who is claiming more than he is fur- 
nishing. . &. STURTEVANT, 
Editor Waupaca (Wis.) Post. 


ILLUSTRATED 


ADVERTISING 
EXPRESSION. 


“a FINE LINE OF BLACK KIDS.” 
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Large Contracts for Advertising in American 


Newspapers are Generally placed by 


us on the following plan: 


FIRST.—You tell us what advertising you wish todo. A copy of the 
advertisement to be used and a list of the papers in which it is to be inserted 
is a preliminary requisite to the above. And these are prepared either 


By You, 
By Us, 


whichever seems the best and most satisfactory at the time. 

SECOND.—The advertisement and the papers being determined upon, 
we carry out against each paper the sum which we propose to offer the paper 
for the service required. The list of papers, with prices attached, is called an 
“estimate.” 

THIRD.— You now look the estimate over, with a view of making a re- 
vision of it if any change is thought best. If you have at any time used one 
of the papers at a lower price, you say so, indicating the price. If the price 
we name is in any case more than you think the paper worth, you cut it down 
to the price you are willing to pay. You only do this when you prefer to omit 
the paper unless it is secured at your own price. In fact if you really have 
any knowledge which leads you to think that our price is higher than it ought 
to be, say so, and let us use your knowledge for your own advantage; but if 
you have no such knowledge then don’t pretend to have, for our prices are not 
made with a view of inducing you to pay all you will; but actually to get the 
advertising for you at the lowest price possible. 

FOURTH.—The estimate having passed your revision, we forward the 
orders to the papers, offering the prices decided upon in the revised estimate, 

FIFTH.—We finally submit a memorandum of the advertising secured, 
accompanied with the letters from the papers that we have failed to contract 
with, if there be any such, and unless you furnish us with further instructions 
the order then standsclosed. On each of the letters we make notes, expressing 
our views of the arguments of the publisher—also suggest what paper, if any, 
could be substituted, and the price. You look these over, and if you decide 
to do anything with them you note your instructions on the same sheet before 
returning to us, and your memoranda becomes our authority for any further 
action taken. For the papers in which your advertisements does not appear, 
you do not pay anything. 

ADDENDA.—In placing an advertisement in a paper which has a uni- © 
form rate of charge—never deviated from—our price to the advertiser is the 
same as the publisher’s price would be for the same service; but the number 
of papers which do not at times deviate from schedule rates is small. We 
conduct our business in such a way that every publisher is glad to receive our 
orders at the lowest price which he is willing to accept from any one; and at 
the same time is willing to allow our patrons every concession which can un- 
der any circumstances be permitted in the matter of choice position or edi- 


torial mention. 
GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING AGENTS, 
10 Spruce St., New York. 


t or by You and Us together. 
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TO YEARLY ADVERTISERS 
IN 
STATE AND COUNTY NEWSPAPERS. 


Plan for placing contracts to cover a State or a section of country. 


Yearly advertisements are commonly accepted, even by papers of estab- 
lished circulation and influence, at prices which exhibit a very great deviation 
from schedule rates; the publisher’s reasoning being based upon the fact that 
his columns at the time contain less than the proper proportion of advertis- 
ing, thereby compelling him to put more reading matter in type than his 
readers have a right to expect. The proposed advertisement, to stand from 
week to week, or printed from electrotypes furnished by the advertiser, saves 
the expense of type setting; and a consideration for this saving may be added, 
as a make-weight, to the moderate cash compensation offered. 

The price at which a newspaper will accept an advertisement may be in- 
fluenced by many circumstances, among which may be enumerated: the char- 
acter of the advertisement; the looks of it when printed in the paper; the 
position demanded for it; and the certainty with which the publisher ma 
count upon receiving the stipulated price when it becomes due. This van- 
ation of price, according to circumstances, is particularly to be observed in 
dealing with papers issued in county towns and in cities of less than one hun- 
dred thousand population. It will be prudent, therefore, for the advertiser to 
ascertain what are the conditions most favorable to securing the advertising 
space he requires at the lowest price, and to avail himself of those conditions, 

Newspaper publishers are naturally inclined to deal on the most favorable 
terms with those with whom they have had previous satisfactory transactions; 
consequently an advertising agency with a long-established connection will 
secure a large number of acceptances, from a better class of papers, for a 
yearly contract, offered at a price which is really low, than would be possible 
with another agency having a credit less firmly established, or with whose 
methods of business publishers are less familiar, or less favorably impressed. 

When an advertisement is offered to a publisher at a price which he thinks 
not as much as he ought to receive, the chances of having the order accepted 
are much influenced by the probability or improbability that the advertiser 
must use his paper; consequently it is never wise for an advertiser to take any 
steps which shall lead the publisher to be in expectation of receiving the order. 
It always costs more to secure the insertion of an advertisement which has 
been talked about than it does to place another of same space and conditions, 
about which nothing has previously been heard. 

A consideration of the facts here set fortth makes it plain that the most 
‘satisfactory way of placing the advertising of a customer who will make his 
contracts by the year is upon a plan which recognizes the conditions which 
are found to exist. 

ILLUSTRATION. 

A, B. wishes to advertise thoroughly in (for example) the State of Ohio 
for the period of one year. He knows that the circulation of the county 
papers is almost exclusively within the State, while the great weeklies of 
Cincinnati, Cleveland and Toledo, as well as the religious and agricultural 
journals, have a considerable portion of their readers in other States. A. B. 
must, therefore, use the county weeklies and the daily papers issued in the 
cities. 

There are over a thousand newspapers in the State of Ohio. Nearly one 
hundred are issued in Cincinnati. Cleveland has more than half as many, and ~ 
in each of several places of smaller importance there are issued from two to 
twenty-five. Now, A. B. is likely to be of the opinion that he need use no 
more than two or three papers in the largest places, and that in others one, if 
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, will answer his purpose, The amount of money which he intends 

nding for advertising in Ohio he has fixed in his mind at (let us say) $7,500. 

He believes that sum to be sufficient, as his advertisement occupies no more 
than five inches of space, and is to have but four changes in the year. 

If A. B. applied to us to place his advertising in the papers of Ohio we 
should proceed upon the theory that each and every paper issued there can be 
of service to him if secured at a low enough price. We should, therefore, sug- 

est offering the advertisement to nearly all of them at a very low price. It is 

hardly possible to name a price for an advertisement so low that some publish- 
ers will not be found to accept it. In a dull time it is surprising to what an 
extent first-rate papers will sacrifice their schedule rates. First offers should be 
so low that every acceptance will be a bargain. Those publishers who decline, 
write and name the price at which they will do the work, and these communica- 
tions are finally considered in connection with the acceptances. New proposals 
are finally issued to papers which are still needed to cover the territory as 
thoroughly as is advisable. The advertiser must not lose sight of -he sct 
that, after all, the best bargains are likely to be the papers to which the highest 
prices are paid; but the method here outlined prevents paying any paper more 
than its probable worth. 

If A. B. is well acquainted with Ohio papers there is no objection to 
exhibiting to him the prices which are to be offered, nor to reducing the price 
in any case that he considers dear at the figure named. If there is a paper 
which he has a reason for declining to use at any price it can be stricken from 
the lis‘. Generally, however, an advertiser does not have a very clear idea of 
the value of a particular paper and must trust to the good faith of the agent 
to serve him honestly and with good judgment. 

When most of the advertising has been placed there will perhaps be some 
paper which A. B., for some special reason, wishes to secure, even at a price 
above its comparative worth. In sucha case he has an opportunity to express 
his desire at the time when he examines a statement of what papers have been 
secured and what still remain to be bargained for. 

The advertiser who would make money must avail himself of conditions 
which exist. No advertiser uses all papers, there are too many of them. In 
some places where two weeklies have been secured, with an average issue 
of a thousand copies each, for about $10 apiece, he “must be content to do 
without a third paper in the same place which insists upon being paid $25 
for a circulation of possibly fifteen hundred copies. 

When as many papers as are desired have been contracted for, or as can 
be procured without exceeding the limit fixed for the expenditure, a final 
statement of what has been done is furnished to A. B., and upon this state- 
ment his monthly, weekly or quarterly payments are based. At the end of 
the year he is entitled to an accounting, and an allowance is credited for 
whatever is found proper to make good omissions, suspensions or other de- 
ficiencies of which on a yearly order there are likely to be some. 

It will be perceived that it is not our policy to be placed in a position 
where we are obliged to contract with a newspaper whose rates or conditions 
do not appear to be favorable. 

Our position, on this point, is known to publishers and secures for us 
advantages so important that we cannot consent to depart from it. The 
knowledge of the ground upon which we stand leads publishers who have 
varying rates to hesitate about refusing an offer from our house, and to con- 
sider the liability that the order may not be returned if rejected at the price 
first offered. They know that when the work is done the pay is prompt and 
certain. 

When placing an advertisement in a newspaper which never deviates, we 
demand and receive the full schedule rates. The publisher of such a paper 
protects us and assures us a commission upon our transactions. Being thus 
protected we refrain from stepping in between the paper and an advertiser 
who deals with it direct. 

GEO. P. ROWELL & CO., 
Newspaper Advertising Agents, 
10 Soruce St.. New York, 
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INSURANCE ADVERTISING. Mutual Life 

The list below is prepared by the National, V 
Western Underwriter and asserted to National, 
represent the annual advertising outlay 
of the named companies: 
Aetna $12,234 North American 
Berkshire -- 9,338 Northwestern Mutual .. 
Canada 10,634 Pacific Mutual 
Connecticut General . 1,167 Penn Mutual 
Connecticut Mutual ... -+ 33559 Phoenix Mutual 
Equitable, Iowa 1,884 Provident Life & Trust 
Fidelity Mutual 18,935 Provident Savings 
Franklin, Ill 227 Prudential 

rmania j 17,551 Royal Union 
Hartford 8,347 Security Mutual 
Home 7,282 Security Trust & Life 
Illinois 5,704 State 
— Hancock 36,344 Sun, 

anhattan 15,787 Travelers 
Massachusetts Mutual ......... 17,569 Union Central 
Metropolitan 13,245 Union Mutual 
Michigan Mutual 6,714 United States 
Mutual Benefit 37,995 Washington 


247,349 
17,234 
45392 
31,399 


oi 153,959 
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THE GOOD AND THE BAD. 


The two druggist ads here re- 
produced are taken from the 
Farmington (Me.) Chronicle. 
They represent the idea of good 
and bad retail ads so strikingly as 
to serve aS an object lesson for 
others. The one to the left is a 
good, sensible and well-displayed 


goooqveonese 


THE FAITH 
IN. BUSINESS, 


We’ have faith and confi- 
dence in our business. We 
have for long years been pre- 
paring to conduct sotne day a 
first class drug store. Our 
hopes have been realized and 
we add to our faith, hope, en- 
ergy, good will, ability and 
honesty. 

We thoroughly know our 
business. It is conducted on 
the best modern principles. 
We constantly strive to im- 
prove ‘our services wherever 
they can be improved. 

Prescriptions: The filling 
of especially important pre- 
scriptions is our specialty. 
When extraordinary care and 
attention is required it’s a 
compound reason why we 
ought to have the handling 
of it. We never substitute 
and always use only the best 
and purest drugs in the mar- 
ket. We serve day and night. 

Our prices are alwaye right. 





SHARDY & TARBOX, 


Registered Pharmacists, 


28 Broadway, FARMINGTON, Me. 
_TELEPHONE 28-3. 


ad with a ring of conviction and: 
earnest business about it. The 


one to the right is superlatively. 
bad. A ridiculous cut accompa- 


IN BLAGK 
AND WHITE! Pa 


style of advertising our 
business, Our “ade” are 
simply home-made state. 
ments of facts IN BLACK 
AND WHITE; not ready- 
made specimens of elo- 
quence purchased of pro- 
fessional ‘ad writers, & 
year’s supply in advance. 

Ready made “ade,” like 
rearly-made clothing, are 
a)l right when they con- 
form to the conditions 
and shape of those who 
make use of them; BUT 
THEY DO NOT ALWAYS 
Fit. We were never be- 
fore so wellequipped for 
giving the people the best 
of service in our line of 
goode as at present. We 
have an ample supply of y 
the purest and best qual- 
ity of Drugs aud Cbem!- Hh \" 

Hl i! 





"7 '@ 


vals for your prescrip 

tlons,skilled pharmacists 

Who will compound them 

just right,a complete line. 

of goous usually keptin a dret-class drug store, 
and prices below most all other“dealers. Una 
you ask for more? 


Cc. ES. Marr, 
APOTHECARY, 
No. 62 Main St., Farmington, 


TELEPHONE CONNECTIONS. 





nied by a harangue and a slur on 
the professional adwriter, and 
there is also a veiled reflection on 
a—presumably — successful com- 
petitor. The space of that ad is 
wasted and the argument is fool- 
ish. It starts in to say: “We 
make no boast of superior meth- 
od and style of advertising our 
business”—an assertion which ev- 
erybody readily believes. No ad- 
writer—even the veriest novice— 
would advise the Marr Pharmacy 
to waste money by such antics. 


In the designing of posters be care- 
ful not to put too much reading on the 
paper. The advice of competent poster 
men should be sought and heeded.— 
Advisor, 
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A BROADWAY DITTY. 

He didn’t have a cent when he struck 
Broadway— 

A quick-witted, queer-looking sort of a 


jay— 

But he had lots o’ nerve and a right 
good thing, 

Which he kept before the public with 
a ding-dong-ding. 

He invested hal he made 
printers’ ink, 

Wrote attractive ads which made his 
readers think— 

And he had many millions when he 

left Broadway. 


He had a half million when he struck 
Broadway— 
This is a story of a different sort of a 


in good 


jay— 
He invested all he had in a dry goods 


stock, 
Then sat he down like a turtle on a 
cock-sure 


rock; 
He 
doesn’t pay, 


was that 
He was, after business in a quiet kind 


advertising 


0” way— 
And, he didn’t have a cent when he left 
Broadway. . D. Perers, 
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INK. 
MISSISSIPPI. 


HE south is 2 ,pocumng as never before in its 
| on ae: Why not ride in on the wae 
the waves! You can’t enter Mississippi terri 

cupesetamy ( (tbe m st prosperous Vallee 
Mi wy ty Soa i ae 
188, ome prin circulati 
stands first in Ta of the People. and 


OHIO. 


Te reach mail order cares 
LY , 10c. a line; cire’n 25. 











pi Mowts- 
oungstown, U, 


WISCONSIN. 


[Tonge Set FARMER, Beaver Dam, Wis, 


Stock rai . Cire’n 1900, Lae 
CANADA. 


ANADIAN ADVERTISING is best done by THE 
E. pa ADY ERTISING AGENCY, 














Montrea 


CLASS PAPERS. 


ADVERTISING. 


RINTEKS’ INK is a magazine devoted to the 
general subject of adverti: 
and is nized throughout the en- 




















ARRANGED BY STATES. 


Advertisements under this head 50 cents a 7 
each time. By the year $26aline. No 
other than 2-line inttial letter. Must be handed 
in one week in advance. 


ALABAMA. 
Te Pave as Ripe ie 


gg F WEATHER. Published once a 
Publishes Dunne’s famous F 














tire country. [ts unsolicited judgment upon ad- 
vertising matters is of value to intelligent adver- 
tisers as bein: ag of a authority.— 
Ciponse (ul. 2 

TERS’ hwr it is —— exclusively to adver- 
BP es aims teach advertising 
methoeds—how to prevare good copy and the 
value of different by. 
open jecumien on any topic interesting | to ad- 
vertisers. Every subject is treated from the ad- 
vertiser’s stan Subscription price $5 a 
year “advertisuna rates, classified 25 cents ce atin 
each time, L . yh. de cents a line. epase om \y- 
page - e $100 each time. 
NERS I INK. Pid Spruce St., New York. 











oe the poy the most accu! x a 
ong range recasts ever a) ring in nt, 
based on meteorologi teal and On 
as sound pate pBrineiples as ¢nc as tnose of our 
et Weather reau’s. It also publishes 
intereating articles on the philosophy of the 


we 
PRACTICAL WEATHER circulates in every Shute. 
Caneda and Mexico and our new 
Australia,and nearly all t the 
pe. It has some of the best in- 
Sig alioet cvery proeaion tee Sh 
every pro’ on le an 
calling. ie is truly cosmopolitan tan and an Al 
ad ising medium for hf sand, Sorsien coun- 
tries. Rates for advertis' ished on appl 
cation. Address PR NOTicaL Ww w HATHER 
LISHING CO., "y, Ala. 


ILLINOIS. 


HE J¢ A as ~ Fey Ect OF OSTEO- 

PATHY. M. LITTLEJOHN, President 

Am. College of F Gkecped hic ifeticine - Sur- 
gery, editor. 1 Warren Ave., Chicago, lll. 


INDIANA. 


T= FREEMAN is read by over 80,000 naprets 

each week. Its circulation is natio: id 
is an excellent mai! order medium. It is supreme 
in this field. GEO. L. KNOX, Pub., Indianapolis. 


MASSACHUSETTS. 


= Lowell, Mass., TELEGRAM is the only 
mublished in Middlesex Coun- 
» iti ni fe deliteted t to the homes in Loweli 
and all the surr aie towns on o day when 
poomte have time to read. has more readers 

y three other Lowell Lage A s combined. it 

carries more home caverta than any two 
other local —__ ie wil advertisers 
best. Write for sample ro AL wt reek : it- 
York office, 150 8. 8. Vree- 


= New 
iad nda. represen ager *. Boston omic, i 12 Globe 
~ (Jol . Ackers, representa’ 
Ome, 98 Merrimack Se. Lowell, Mass, 























BOTTLING, 
I" you wish to reach the bottling trade of this 
a ,aoventin in the AMERICAN CARBONA- 
Liberty St., New York. 
tablished in 1881. " 








Displayed Advertisements. 


50 cents a line; $100 a p @ page; 25 per cent 
extra for specified position—if granted, 
Must be handed in one week in advance, 


If you’re advertising in Eastern Maine and are 
notin the 


ROCKLAND COURIER-GAZETTE 
your 4 = isn’t aaa fw nnd ~_ of 











The Frost st (Mi 


joo commer w 
its readers, nay A are a thri 


inn.) Record 


is held in Mom e 
class of people. It is a good 


to reach the country ae we 
in this part of the Uni States noted for its 


famous wheat fields. 


Write Goteylpth: as to 


_ Advertising in Great Britain. 
15 St. Bride St., London, England. 
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RIPANS 


I suffered terrible 
pain in my head and 
stomach for years. Rip- 
ans Tabules have done 
me more good than all 
the other medicines I 
have ever taken. My 
friends are surprised at 
the good Ripans Tab- 
ules have done me. 


At druggists, 
The Five-Cent packet is enough for an 
ordinary occasion. The family bottle, 
60 cents, contains a supply ior a year. 


TO AVOID BUSINESS DISPUTES 
CONSULT PHILIP HANO & CO. 


A bright traveling salesman em- 
ployed by a New York house made 
so many mistakes in taking orders 
that he was constantly in hot water. 
Owing to his tendency to error fre- 
quent disputes with customers 
arose and the benefit of his zeal and 
cleverness was, to a large extent, 
lost. A friend of the firm asked : 


“Why don’t you use the 


HANO DUPLICATE BOOKS 


for recording sales? Then there 
will be no such thing as a disputed 
invoice.’’ 


Representative will call, on re- 
quest. We go anywhere for busi- 
ness. Catalogue free, 


Philip Hano & Co., 
Manifolding Business System, 
1 & 3 Union Sq., New York. 
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aRM-TOULTRY 


SURPASSES 


in circulation rating any paper 
devoted to the live stock “interest 
in the Northeastern States, em- 
bracing New York, New Jersey, 
Pennsylvania and the six New 
England States. In New England 
it —_ the combined circulation 
all such. Everyone of these sub- 
conpuese are paid in advance. 
are heads of fami- 

fieonthease who do the buying. 
Lie y 


"FARM@=<- 
POULTRY 


oe the advertiser so handsome- 
Rates and oa copy sent 
on application 

















Thirty Different. Church Ma 
—y~ for thirty Chu: -- yn 
ferent jenominations in delphia, New 
Washington, Boston. Buffalo. 
A DIFFERENT MAGAZINE PRINTED 
EACH DAY OF THE MONTH 
for a different Church—the 30 in 30 days. 
AN EXCELLENT ADVERTISING BEDIUN 
for the general ¢ “et Used and indorsed 


| | by the best Garry he Sellowns ads: 


Tory Soap, Bak 


Pears’ Soop, Ere 
| ; Van Houten's Cocoa, Cam: ‘anipbel' “ou Hire’s 
| Uneeda Biscuit, Winwloots _ 
. and others, on ann 


ox’s Gelatine, 


200 South 10th St., Philadelphia, Pa. 











PRINTERS’ INK, 


| ‘The Evening Journal is the best paper in the 
he city.”"—Statement of Fersey City Advertisers, 


——___.. 








Had in 1900 an average circulation of 


e 
ve 72 Z. NY 15,106, since considerably increased,among 


the best purchasing public in Jersey City. 





Local and N. Y. City advertisers attest the 
ournal value of the Journal as an advertising 
medium by a large and liberal use of 


its advertising columns. 





JERSEY CITY, N. J. 











The Joliet Daily News 





Publishes a monthly circulation statement at 
the head of its editorial columns. The actual 
condition is regularly analyzed. September 
shows the average for twelve months, 6,456, 
for the month, 6,309, samples by mail and 
carrier, 691; a total of 7,000 daily. 





























ACCORDING TO THE The Total Population 
American oF 
Newspaper Directory ST. PAUL, MINN. 
18 168,000. 
for June, 1901 
THE 


St. Paul Weekly of this pam 


VYolkszeitung CERMANS. 


is credited with 
the 


Largest Circulation The Daily Volkszeitung 


accorded to any COVERS THIS FIELD 
c paper in Mi CCLUSIVELY. 


























The St. Paul Daily and Weekly VOLKSZEITUNG, 


pa by dent and having unexcelied facilities for news 
getting, : are read by all Germans regardiess of their religious 
or political ideas. 


Voikszeitung Ptg. & Pub. Co. Saint Paul, Minnesota. 
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a 
THE METROPOLIS 
JACKSONVILLE, FLA. 








HE LEADING NEWSPAPER 
OF FLORIDA. Has a bona fide 


paid subscription list of 


6,400 


daily subscribers. If your advertising 
does not appear in the Metropolis you 
cannot cover the field. 


For advertising rates and particulars 


apply to 


CARTER & RUSSELL PUBLISHING CO. 


ee ee TT Ce ees 


JACKSONVILLE, . FLORIDA 











OR 
| F. KATZ ADVERTISING AGENCY 
SPECIAL REPRESENTATIVES 


230 Temple Court Bldg., N. Y. City U. S. Express Bldg., Chicago, Il. 
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The Newspaper of lowa. 


THE DES MOINES 


Daily Capital 


DAILY AVERAGE CIRCULATION FOR 
SEPTEMBER 


18,227 


Flat Rate, 3 cents a line. 


Circulation in Des Moines guaranteed 
larger than two morning dailies combined. 


A STORY OF PROGRESS. 


The CAPITAL has had a larger growth in the 
last two years than any other paper in Iowa. It 
has purchased its own building and installed a two 
color press. The daily average circulation for 
1900 was 13,300, the present average is over 18,000, 
the largest circulation of any high grade news- 
paper in the State. Two important points to 
remember are: The CAPITAL goes to 800 Iowa 
towns. It is a paper of the homes, not the streets. 
The population of Iowa is 2,500,000. If you reach 
90,000 of these people, you must use the CAPITAL. 


LAFE YOUNG, Publisher, 
Des Moines, Iowa. 


EASTERN OFFICES: 
NEW YORK, CHICAGO, 
124 World Building. 87 Washington Street. 
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EVERY COPY COUNTS: MOST COPIES 
COUNT TEN 


Che File Chrowcle 


A BEAUTIFULLY ILLUSTRATED WEEKLY NEWSPAPER FOR BOYS 
AND GIRLS AND THEIR BUSY MOTHERS 


ia oe 
VALUE RECEIVED 


We never took a shillin’s worth of ’is 
But what ’e got a sovereign in change. 
Dutchy-Dutchy. 


Advertisement Sure to be Seen. The great majority of 
our subscribers have the paper delivered to their homes and pay 
for it by the copy, so that our circulation is always alive. Peo- 
ple don’t continue to take the paper who don’t want it. 

Never Goes Into the Waste Basket. As it is used regu- 
larly in school in connection with Geography and other studies 
it is sure to be in evidence in the family every day, talked about 
at table and around the evening lamp. 

Why Most Copies Count Ten. Most of our subscriptions 
come from parents who have children at school. For advertisers 
desiring to reach young people, every copy taken in school counts 
at least ten, as it passes through a great many hands several 
times a day and every day in the week. 


HOW YOU CAN GET 15,600 CIRCULATION AS BONUS 
Our Circulation is- growing at the rate of over 100 new sub- 
scribers a day. Should you make a six-months contract with us 
now, you would, at the present rate of increase, get in round 
numbers, at the end of that period, 15,600 more circulation than 
you pay for. 
WEEKLY REPORT TO ADVERTISERS 
We send each week to our advertisers a report showing: 
1. Total circulation at last report. 2. Increase of circulation 
during the week. 3. The distribution of this increase by states. 
Sample copies and advertising rates on application. 
Very truly yours, 
THE LITTLE CHRONICLE PUB. Co. 


Taisen. 


Chicago, Oct. 15, 1901. President. 
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EI Paso Is Distant. 


E] Paso and the NEws hold the key to the situation. 


San Antonio, Texas.. 623 miles, 
Ft. Worth, Texas..-. 615 miles, 
_ Nearest cities from El Paso ; Pueblo, Colorado. 716 miles, 


Los Angeles, Cal..... 812 miles, 
City of Mexico 1224 miles, 


In 1880 El Paso had a population of less than 500; in 180, 
10,000. Now it exceeds 25,000—a tremendous growth. El Paso 
holds the key to the situation possessed by few cities of the 
United States. 

Juarez (Paso del Norte), the ‘‘ Pass of the North,” has been 
for centuries the point through which the Mexican Govern- 
ment has held intercourse with its outlying provinces ; through 
this -pass the Rio Grande flows on to the sea, irrigating a 
valley as fertile as that watered by the Nile. 

El Paso is the largest smelting point and mining center 
south of Colorado, and mining supply headquarters for New 
Mexico, Arizona, West Texas and Northern Mexico. It is the 
distributing point of a great grazing country. What St. Paul 
and Minneapolis are to the Northwest, and Denver to the 
West, El Paso is to the Southwest. 





EI Paso Daily News 


covers this great and prosperous field absolutely. The NEws, 
like El Paso, holds the key to the situation. It is the greatest 
newspaper in all this vast territory, covering a radius of 600 
miles from El Paso, reaching far into Mexico, Texas, Arizona 
and New Mexico. In this large territory tributary to El Paso 
are hundreds of small towns and thousands of homes that see 
no paper but the NEws. 

e DaILy NEws is a member of the Associated Press; 
has a battery of linotypes, an art Sapentinoant, modern presses, 
and gets.a special telegraph report from its own correspond- 
ents within a radius of 600 miles. It is ‘Ae newspaper of the 
great Southwest, and advertisers and agents should; by all 
means, include the DAILy NEws in their lists. In El Paso it 
leads in circulation, in advertising and in size. It’s El Paso’s 
greatest newspaper. 





SEND FOR RATES. 


EL PASO PUBLISHING CO., Publishers, 


FELIX MARTINEZ, President. - - CLYDE C. BUCKINGHAM, Bus, Mgr.. 
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Your Fortune Told 
BY THE ZODIAC. 


Get the November issue of The Magazine of Mysteries, 
which is for sale at many news-stands (or will be mailed by the 
publishers for 10 cents), and place this circular astrological disk 
over the one you will find on page 32 of the November issue of 
The Magazine of Mysteries, inclosed within the radiating 
lines corresponding with those on this disk which hold the sign 
under which you were born, and you will instantly find your horo- 
scope cast in detail, revealing your fortune by the exact science of 
astrology. This most marvelous chart and what it reveals is of 
immeasurable value to you in all affairs of life—business, love and 
personal affairs. It has taken days and weeks of the most pro- 
found study by some of the greatest astrological adepts of the 
world to prepare and perfect this most wonderful chart. 

Zamael, the greatest living astrological seer, and other mystic 
adepts are giving monthly in The Magazine of Mysteries all 
the secrets and powers of the universe. If you desire success, 
wealth and happiness get the November issue of The Magazine 
of Mysteries, Remember the name, 


MAGAZINE OF MYSTERIES 


A large magazine, beautifully illustrated. Containing special articles 
by adept writers, mystics, astrologers and yogis explaining the 
MYSTERIES 


Of Dreams and their Meanings, Glorified Visions, Occult Powers, 
Astrology, Hypnotism, Psychology, Telepathy, Psychometry, Mag- 
netism, Soul Charming, Clairvoyance, Graphology, Palmistry, 
Hidden Powers, etc. 

The only magazine of the kind published in the whole world. 
The most phenomenal success of the 20th century, All are de- 
lighted with it, because it tells all how to get Occult or Psychic 
power and force, which make for Health, Wealth and Happiness. 
$1.00 a year, 3 months for 25 cents; single copies 10 
cents. For sale at news-stands, bookstores, hotels. and on railroad 
trains or mailed direct by the publishers. Address 


The Magazine of Mysteries, 22 N. William St., New York City 
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A Circulation Triumph 
in Canada! — 


The Montreal 


La Presse 


has reached the 


69,000 


mark. 


Printed, sold and read daily ! 

It is the French journal which possesses the 
greatest circulation on the whole continent of 
America, It stands 


HEAD AND SHOULDERS ABOVE ALL OTHERS. 

It beats by 55,000 copies daily the circu- 
lation of the next largest French journal pub- 
lished in Canada. 

It beats by 21,000 copies daily the combined 
circulation of the eight other French dailies. 

IT FURTHER EXCEEDS 
by 20,000 copies that of any English daily also 
published in Canada. 
THESE TREMENDOUS DIFFERENCES 


thoroughly demonstrate why the advertisers in 
La PREssE are mostly all money makers. 
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Walked the Plank 


I would not buy a cent’s worth of Ink from you 
if I had to send to foreign countries for same at 
any price, and I will try to boycot you in this sec- 
tion with other printers. You not even taking one 
or two at the least. You are the first partie that 
acted that way. EpwarD L. Long, Pottsville, Pa. 














The above extract was taken from a letter 
sent to me because I refused to buy $2.00 
worth of cards from a fellow who bought 
$15.00 worth of ink during 1899 and 1900 and 
nothing this year. He is one of those con- 


ceited printers whose picture adorns every 
piece of his stationery, and, judging from the 
orthography of his letters, he is possessed of 
more gall than education. I don’t have to 
bribe my customers, as I give a dollar’s worth 
of ink for a dollar, provided I get the dollar 
first. I want the trade of printers who appre- 
' ciate what I have done to revolutionize prices, 
and Mr. Long is perfectly welcome to give 
his business to.some credit ink man who will 
charge him double my prices, and then buy 
some of his cards. Send for my price list. 
Money back if dissatisfied. 


ADDRESS , 


PRINTERS INK JONSON 
17 Spruce Street New York. 
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THE PITTSBURGH 
COMMERCIAL GAZETTE 


has for over a century been one of the 
leading and most influential papers in this 
State. Within the past year it has taken 


FIRST PLACE IN PITTSBURCH 


AMONG THE MORNING DAILY 
PAPERS. It has heretofore never had 
aSUNDAY ISSUE. Nov. to will mark 
the first appearance of 


THE SUNDAY PITTSBURGH 
COMMERCIAL GAZETTE 


Guaranteed Paid Circulation, 50,000, 


a handsome 36-page paper, with [Ilus- 
trated Supplement printed on book paper. 
The same excellent features—enterprise, 
special pages, cleanliness—will charac- 
terize the Sunday issue. If you are not 
a user of its columns, why not 


BECIN WITH THE SUNDAY ISSUE? 
Rates or further information upon request. 


J. E. VAN DOREN SPECIAL AGENCY, 


407-410 Temple Court, 1106-1106 Boyce Building, 
NEW YORK. CHICAGO. 
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